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BALL-BAN 


combines smart. styling with high quality 
FOR GREATER GAITER PROFITS | 


Style PLUS Utility makes Ball-Band Gaiters 
the sort that people want, and therefore 
the sort that you can easily sell. Note the 
gaiters shown on this page. Observe how 
smart they are—how there are items for 
all members of the family—how Style WITH 
Comfort gives them a natural selling appeal. 
And consider, too, that style and fine fit 
have been achieved without the slightest sac- 
rifice of the high quality that has made Ball- 


Band Footwear a real profit-maker for mer- 
chants for more than forty years. Sell Ball- 
Band Gaiters—display the famous and 
well-advertised Red Ball—build imme- 
diate profits and future good will. 

It pays to sell the best. 
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) VOICE of the TRADE 
CLAYTON J. LUNDY, M.D., says: earlier, take an extra few days to the bone structure of that foot—- 
“One of the greatest tragedies of — get well and you will find it an dislocation or abnormal growth— 
American life is our inability to excellent investment.” treatment will not take effect until 
every waking hour. Too few of us .. " . istered in print. After we have 
have hobbies to which we may de- GEORGE E. MUSEBECK, presi- taken 1000" photographs each of 
vote our leisure hours. The change dent of the Musebeck Shoe Com- jnen’s and women’s feet we will 
relieves a strain on our tiny blood P&My of Danville, Ill., was ai have a story on the cuboid bone and 
‘ vessels which have to bear the brunt “It is our opinion that instead of 4 few other weak points of the foot 
i of our strenuous lives. Man’s worst the doctors trying to stop manufac- that will be the first. information 
turers and shoe men from develop- — gyer given on the various subjects 
ing some understanding shoe stores, jhat we will cover on weak feet.” 
they should first learn something a 
about feet and about last and shoe a alae 
construction. When shoes are made 
| right there will be no infringement 
on the doctor’s business, but as 
enctay is himeclf, He deives him- shoes are made today it will take 
it d d ni te the right kind of shoes to straighten 
out the feet that poor shoes have 
; result, his powers of resisting infec- h [EDWARD KIRBY of Nashville 
: tion become rapidly lowered and ee ee Tenn., once in shoes but now tied 
4 infections overwhelm him and be- 88 '° take: shoes te de the: mere 
up with the movies, says of Holly- 
come generalized throughout his weeds 


body and cause heart trouble, kid- 
ney trouble, stomach or bowel 
trouble, high blood pressure, asthma 
or rheumatism. 

“Avoid patent medicines, health 
fads, quackeries and cults. Learn 
how to smile. Do it regularly. “It might interest you to know 
Learn how to play, do it regularly. that at the Orthopedic Institute four 
When you work, work moderately. X-ray photographs will be taken of 
Develop a hobby quite different every patient’s feet. No one can go 
from your regular work. Get an through the institute without having 
adequate amount of rest every day. this service. A special X-ray ma- MBAN GUTMANN of the Gutmann 
When you become ill, take care of chine is being developed whereby & Company of Chicago not only 
yourself during that time in the the foot can be watched while sells reversed kips and side leather 
proper manner. Rather than try to weight-bearing and in action, so in colors to the shoe manufacturers, 
resume activities a day or two _ that if there is anything wrong with — but also for making men’s belts. A 


“The climate here is swell and 
even. But it’s the only even thing. 
This market is as contradictory as 
anything I have ever seen. Styles-— 
anything. Walk down the streets 
and you see sports clothes, fur coats, 
slacks, top hats and slouch suits 
with accompanying footwear—all in 
the same place.” 
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rather large order from one manu- 
facturer of men’s belts for Spring 
and Summer, divided into 50 per 
cent of white, the remainder about 
even between black and brown— 
and this proportion of white Sum- 
mer belts exceeds that of previous 
seasons by a large margin. Just a 
“straw” in the wind that points to 
another and possibly greater white 
season next year in men’s shoes and 


garments. 
* * * 


SELBY SHOE COMPANY of 
Portsmouth, Ohio, has just awarded 
the grand prizes in the most success- 
ful contest which they have staged 
to date. Mrs. Frank R. Nesbitt of 
Biltmore, N. C., won the first prize 
—a Packard sedan. Mrs. A. Burns 
of Sharon, Miss., won second prize 
—a Terraplane coach—and Miss 
Hazel Cooper of Amsterdam, N. Y., 
third prize—a Ford V-8. 

The requirements to enter the 
contest were the purchase of a pair 
of shoes in any one of three Selby 
lines—Arch Preservers, Tru-Poise, 
or Styl-eez—and a 50-word letter 
on “Why I Changed to Selby 
Shoes.” 

The authenticity of the campaign 
was sustained by the supervision of 
Dr. Lloyd D. Herrold, professor of 
advertising in the School of Com- 
merce, Northwestern University, 
Chicago. His assistants, both dis- 
tinguished in their respective fields, 
were Rhea Seegar, fashion editor 
of the Chicago Tribune, and Eleanor 
Howe, nationally known economist. 


HIERBOLEAN SARKIS, former 
boot maker to Haile Selassie, King 
of Kings, Lion of Judah, has a story 
to tell. Sarkis now is employed in 
a Faubourg St. Honoré bootery in 
Paris, operated by Charles C. Ritz, 
son of the founder of the Ritz hotels. 

“Haile has a medium-size foot,” 
Sarkis said. “His size was 42 in. 
French calculation, and 9 in. Amer- 
ican. 
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—The opinion has been frequently 
expressed of late that the situa- 
tion we now face is the "new 
normal"—the permanent basis 
upon which we must plan our 
present and future thinking and 
operations. 

—I very much doubt this. 

—lt's true that tremendous and ill- 
advised efforts have been made to 
create this new basis in record- 
short time. 

—But it simply couldn't be. 

—Ever since Man began the world 
has been constantly changing its 
social and economic tempo. 

—As time itself goes, these changes 
have been quick; but as the aver- 
age span of human life is gauged, 
these changes have been very, 
very slow. 

—There's no doubt but what we are 
now in the throes of a great 


change. 
—But it may, probably will, take 
generations before the "new 


normal" is assured. 

—Forced upon us suddenly, this 
"new normal" would prove a 
calamity. 

—Coming as it will, slowly and na- 
turally, it will prove a great bless- 
ing. 


President 


“Whenever he wanted a new pair 
of shoes, which was fairly frequent, 
he would send his palatial automo- 
bile for me. I would be driven in 
state to the palace and would find 
the descendant of Solomon seated 
on his throne. I would take off his 
shoes and set to measuring. 

“Meanwhile the King of Kings 
and I would converse. I found the 
ruler docile, highly cultured, speak- 
ing a delightful French. His hands 
were small. He would never dis- 


cuss politics with me, but he did 
introduce me to his minister of war 
-—who needed a new pair of boots. 

“The emperor often asked me 
how I liked Ethiopia; what I 
thought of conditions. But he did 
not like to get down to practical 
matters, such as payment for the 
boots. That I had to discuss with 
cthers, with what they call ‘um- 
brella bearers.’ Each ‘umbrella 
bearer’ had to be paid a commis- 
sion. But I never could bring up 
the question of finances with the 
king.” 

Sarkis said he got his entry into 
the palace through his brother-in- 
law, who has been in Ethiopia for 
a quarter of a century. 


* * * 


LOUIS OSTROV of the Louis Os- 
trov Shoe Company, Akron, Ohio, 
says: 

“T really cannot answer you defi- 
nitely as to raise in prices, as we do 
not have a chain of one-price spe- 
cialty stores, but that of general 
family shoe stores, and our prices 
vary considerably. 

“In other words, prices are 
changed continuously, depending 
entirely upon working conditions in 
the particular vicinity where our 
stores are located, and under these 
circumstances we will always have 
a range of prices as we have had 
in the past.” 


* * 


eJOHN P. CUNNINGHAM of New- 
ell-Emmett Company says: 
“What a way to sell goods! 


Sit 


in a copy conference in New York. 
Somebody says: ‘Let’s think up 
some new diseases.’ Recently Print- 
ers’ Ink recorded 26 new diseases 
that have been discovered by copy 
writers during five months last year 
—ailments which somehow or other 
had been completely missed by the 
medical profession. 

“In the quackery days we adver- 
tised patent medicines that would 


THE NEW NORMAL? 
| sow 
| 
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cure every single known disease. 
Now we advertise things that cure 
diseases that do not even exist. 

9? 


“What a way to sell goods! 


* * * 


THE October bulge, as reported 
by the U. S. Department of Com- 
merce, shows a production of 35,- 
000,000 pairs (round numbers), an 


increase of 6,500,000 pairs over the 
output of October, 1934. An in- 
crease like that means an increase 
of a strong 12,000,000 feet in the 
cutting of upper leather. And the 
stock isn’t as plentiful as it might 
be. 

Total output of shoes for the first 
ten months of 1935 was 320,500,000 
pairs (round numbers), an increase 
of 10,000,000 pairs over output for 
the first ten months of 1934. And 
there’s an increase of at least 20,- 
000,000 feet in the cutting of upper 
stock—probably more than that, for 
a large part of the gain has been on 
men’s shoes, including army and 
forestry shoes, which consume more 
than ordinary quantity of upper 
leather. 

If gain is maintained to the year- 
end, then the total output for 1935 
will exceed the record output for 
1929, which was 361,000,000 pairs. 
The cutting of 361,000,000 pairs re- 
quired a strong 700,000,000 feet of 
upper stock. And if the 1929 rec- 
ord is broken in this year of 1935, 
then the record for cutting upper 
stock, as well as for making shoes, 
will also be broken. 

Now, the high cutting for this 
year, especially along in the Fall, 
the month of October, for instance, 
has been in face of rising markets 
for leather, as well as for hides and 
skins. It is possible that some of 
the gain for shoe output during Oc- 
tober was due to the buying of shoes 
in anticipation of rising prices. It 
is likely that shoes bought in Sep- 
tember, or earlier, for October de- 
livery, were obtained at prices any- 
where from five to thirty cents a 


pair cheaper than like shoes may 
be obtained today. That’s on ac- 
count of the rising prices of leather, 
which, in turn, is due to the increas- 
ing prices of hides and _ skins, 
which, in turn, is due to the relative 
scarcity of such raw stock. 

The probable consumer demand 
is the new center of interest. But 
the probable supply of hides and 
skins is fairly close under trade 
eyes, and the present view is that 
hides and skins are not as plentiful 
in the world’s markets as for the 
last few years, and furthermore, 
several of the leading countries of 
the globe are increasing their con- 
sumption of hides and skins, as they 
make more leather, and so are less- 
ening world supplies of pelts of 
which to make leather for shoes. 


* * * 


HE AZEL O'BRIEN who both styles 
and sells shoes for Schwartz & Ben- 
jamin of Brooklyn, recently re- 
turned from England and France 
where she reports the opening of a 
number of accounts in both coun- 
tries. She says: 

“The most surprising thing about 
shoe retailing in England is the 
ready acceptance of American-made 
footwear. English merchants usually 
carry shoes in two widths. They are 
now buying top grade shoes in 
widths as narrow as A, which is 
news in itself. English women like 
American shoes for the freshness of 
the styling and the fitting qualities. 


HUNTER 


“I see great possibilities in sell- 
ing American-made shoes in En- 
gland.” 

Immediately after the National 
Shoe Fair in Chicago in January, 
Miss O’Brien is leaving for Holly- 
wood in order to gather inspiration 
for styling from that center. 


* * * 


CHARLES THOMPSON of Oppen- 
heim-Collins, on 34th Street, New 
York City, says: 

“Newness, newness is the domi- 
nant thought. Promote it in every 
possible way. We are most fortu- 
nate in having a publicity director 
who is sympathetic to our particu- 
lar problem. Miss Elvira Vingi- 
prova knows all the promotion 
angles, so that when we bring our 
new ideas in shoes to her the cor- 
rect selling slant is always brought 
to the fore. 

“Crowds were brought into the 
shoe department through copy read- 
ing. Promotion is everything. To 
be successful one must take some- 
thing the public wants and then 
dramatize it. Plenty of articles 
have consumer acceptance, but the 
consumers do not know about 
them. 

“That, in a measure, is the story 
behind the reborn shoe department 
at Oppenheim-Collins. Dramatize 
the department and the newness of 
shoes, for people want newness— 
so why not give it to them as they 
like it?” 


"He says it's the first time he's ever been pinched.” 
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Reversed Calf... 


Its Present Acceptance and Fature Possibilities 


@NCE again we sing the praises of reversed calf as 
a leather for country and sports type shoes. We watched 
it enter the style picture, struggle for a foothold, we 
heard it praised and damned by style authorities. Some 
said it was a good sports type leather, others said it 
was impractical. We watched it grow from a rare sight 
at field trials and sporting events to the accepted cor- 
rect leather for wear at such affairs. We remember well 
the first pair we saw worn in town and the furor it 
excited. We see it worn today for both town and coun- 


try, not only by the men that make style and beget pedi- 


gree for style, but by, those of us who are just looking 
for good shoes and something new in good shoes. 
You can’t judge style by pedigree alone. There are 
no blood lines in fashion. A champion of today may 
come a cropper for Spring. Promotion can and does 
help, but a good thing is bound to get around. It is 
very interesting to note how a successful material or 
pattern, as it develops takes on a reputation and 
genealogy that it. never possessed in its early stages. 
A good many retailers have overlooked the possi- 
bilities of reversed calf, because they did not “like” it. 


: 
‘ 
i 


Notes on the possibilities of reversed calf, splits, sides and buek types 
for early Summer promotion 


Not “liking” an important item such as this, is very much like a sick 
man not liking a doctor. Your feeling may be correct, but there is 
not an awful lot you can do about it. Personal likes and dislikes are 
often dictated by impulse. Those authorities and retailers who do 
not care for reversed calf, or care for it only with the greatest reserva- 
tions, were the chaps who insisted right along that it was not a good 
leather. 

We believe in reversed calf as an ideal leather for all country types. 
It is best in rugged country shoes, because it is of the country and a 
very practical leather for knock-about country shoes. This is equally 
true both as to tradition and as to the finish of the leather itself. For 


by JOHN REILLY 


town it may or may not be correct. From a 
practical angle, let it suffice to say, that they 
are being worn for town in increasing num- 
bers and in a wide variety of patterns by 
men who do set styles. 

We like reversed calf in colors, too. Men 
are wearing more colors. You can take 
the combined words of manufacturers and 
retailers for that. Reversed calf did much 
to give color the place it occupies today in 
men’s shoes, and it is reaping its legitimate 
harvest. Most of the early lines of samples 
that we have seen, have colored reversed 
calf as the feature of the line. 

Reversed calf and reversed side leathers 
are becoming a very important factor in 
the men’s volume business. Oddly enough, 
some of the best shoes developed in these 
types of leathers have come from the lower 
price brackets. If promoted in lower 
priced shoes, there is no telling how far 
reversed leathers will go. 

They are the sort of things that capture 
the public’s imagination, and make ideal 
promotional items. Successful detailing 
such as used on the six shoes illustrated will 
do much to foster the interest in this type 
of leather for this type of shoes. 

We are most interested in reversed calf 
for Spring. Detailing in Spring shoes call 
for plain bals, bluchers and monk shoes, 
over medium round or English squarer toed 
lasts, and raglan type bluchers, with or 
without wing or straight tips. They should 
have trimmer edges, not so heavy fudging, 
perhaps they should be punched all the way 
through the vamp, with calf or kid linings 
throughout. Soles should be of sufficient 

[TURN TO PAGE 36, PLEASE] 


THE LARGE ILLUSTRATION 


Three important developments in reversed 

calf. Wing tip brogue in combination with 

Vintage calf. Square medallion perforated 

tip. A wing tip monk shoe with tan tip and 
strap overlay. 


LEFT 


Interest in plain toes. The gypsy seam, or 

California welt. The two eyelet monk. The 

piped wide ear blucher, a restrained com- 

bination with heavy yo colored crepe rubber 
sole. 
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The third in a series of articles 


on employees’ compensation 


Beware of Profit Sharing! 


IF you want to disrupt your organization and lose the 
good will of your most loyal employees, just offer to 
share the profits! 

Profit sharing is in the air. It is the starting point 
of much of our present thinking on social problems. 
What is more, profit sharing is absolutely right in 
principle. 

But it won’t work! Not if we accept the ordinary 
definition of profit sharing, which means giving to the 
employees a certain part of the net profits. 

However, there is a closely related policy, volume- 
increase sharing, which provides the desired incentive 
and a proper reward for extra effort. At the same 
time it works smoothly, and to the satisfaction of both 
employer and employee. 

First, let’s see why profit sharing is unsatisfactory. 
In a typical case, the shoe store owner says to his force, 
“Boys, to show my appreciation of the extra effort I 
know you will make, I shall give you twenty per cent 
of the year’s net profits. 


“Thus, each of you will profit by helping to keep 
expenses down, by making suggestions and by work- 
ing just as conscientiously as you would in your own 
store.” And the boys all applaud, for they know the 
boss is thoroughly honest and means what he says. 

Then what happens? In the first place, the mer- 
chant must now either open the books to the boys—or 
keep them closed. The first course is unthinkable. To 
be honest, it is none of their business how much the 
owner draws as salary, how much he pays the other 
employees, what rent he pays, what allowances he re- 
ceives and a hundred other similar financial arrange- 
ments. 

No, the books must be kept closed in practically all 
cases. This puts the merchant in the position of hiding 
from the boys the vital facts upon which their bonus is 
based. No matter what the bonus check amounts to, 
there will be whisperings such as, “You can’t tell me 
he made so little last year.” “I bet the old man draws 
down $10,000 a year.” “I hear he had a good time in 
New York on my money.” “I work my head off all 
year and instead of a decent salary I get this lousy 
seventy bucks.” “He invoiced so low that, of course, 
there were no profits.” Etc., etc., etc. 

And so comes to an end the beautiful friendship be- 
tween this conscientious employer and his once loyal 
salesmen. 

Profits depend on so many varied factors, details 
with which the salesmen cannot possibly be familiar. 
Indeed, the owner himself has no easy time keeping 
tab on them. Under any profit sharing plan, the em- 
ployee feels he should have a voice in the decisions on 
these intimate problems. Otherwise he feels “robbed.” 

Furthermore, a final profit accounting can be made 
only at inventory time, once or twice a year. The 
employees must wait six months or a year for their 
bonus. The game goes stale. And suppose some un- 
foreseen occurrence, such as a damage suit, takes all 
the profits? Again the boys feel “robbed.” 


| 

AS 


In theory it's perfectly sound, but there are a 
number of reasons, deeply imbedded in human 
nature, why it doesn't work out in practice. For the 
shoe store, volume-increase sharing provides the 
same sort of incentive, without the possible 


objections which apply to profit sharing. 


Profit sharing is out. There are too many kick-backs. 
Now let’s look at volume-increase sharing. As a 
sample proposition, the owner may say, “Boys, on the 
bulletin board you will find our daily sales for this 
month last year. At the end of the month I shall dis- 
tribute as a bonus, five per cent of the month’s increase 
in sales over last year.” 

There we have all the incentive of profit sharing, with 
none of its perils. Few stores are unwilling to disclose 
their daily sales to the employees. Those sales provide 
a definite daily quota before their eyes all the time. A 
goal is established which encourages team-work, some- 
thing woefully lacking when salesmen work on a com- 
mission basis. It puts a revived interest into the daily 
routine, spicing each transaction with the flavor of a 
contest. Plus-selling becomes a habit. Of course, if 
there is no sales increase, there is no bonus—and the 
boys can see the justice in that. 

In planning a volume-increase bonus, several ques- 
tions must be decided. First, who shall participate and 
on what basis? 

The big problem is that of the non-selling help, the 
bookkeeper, the stock boy, the porter. One disturbing 
feature of most contests is the fact that the non-selling 
employees are left out in the cold, for, at best, they 
can help the selling only indirectly. 

The salesmen, on the other hand, are not so keen 
about putting forth an extraordinary effort if half the 
results are to be given to employees who take no direct 
part in that effort. 

However, if the bonus plan is to extend over more 
than just a short time, it is best to include the non- 
selling employees in its benefits. In some cases their 
share might be only one-half of each salesman’s share. 

There is one argument in favor of equal shares for 
all. Of course, non-selling employees work on straight 
salaries, and these have been lowered in recent years. 
If the primary purpose of the bonus arrangement is 
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by MURRAY C. FRENCH 


THREE MONTHS 
SALES CONTEST 


213 Bonus 
TOM au |Srus(s 


to raise the general level of salaries, then all employees 
should be included. 

And it cannot be denied that any bonus plan, except 
one of very short duration, is really a part of the salary. 
It is so considered by the salesmen, no matter how 
emphatically the proprietor may declare it a free gift. 

Second, shall individuals share alike or in proportion 
to their salaries? 

Years ago, most bonus plans paid in proportion to 
salary. If the bonus is planned as a salary raise, this 
policy is probably correct. But if its purpose is a sales 
[TURN TO PAGE 36, PLEASE] 
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Vergil D. Reed 


DDR. REED last week addressed the National Confer- 
ence of Business Paper Editors in New York. We are 
privileged to give the first comprehensive picture of 
the coming Distribution Census as an aid to acquaint- 
ing as many business men as possible with the purpose 
and possibilitiés of a fact-foundation for complete statis- 
tics at retailing—including shoes. 

Dr. Reed is a graduate of Indiana University and 
recently completed Ph.D. work at the School of Busi- 
ness, Columbia University. He has been in business for 
years, as well as having been associate professor of 
marketing at Boston University since 1928. 

He saw 28 months’ war service, enlisting April 14, 
1917; commissioned on the field; and now holds the 
rank of Major of the Field Artillery Reserve Corps, 
U. S. A. 
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Get Your 


The Business 


The Census of Distribution Taken at the Behest of 


Business Men and for Business Purposes Rather Than 


for Governmental Reasons. Some 3,500,000 Business 
Establishments Will Be Canvassed. 


by Vergil D. Reed 


Chief, Retail & Wholesale Trade Division 
Distribution Census 


He is approaching the collection of the business 
census with the point of view of having it ready for 
the country to see in the form of state reports by July 1, 
1936. If he accomplishes such speed in enumerating, 
tabulating and concluding reports, he will be setting 
a record for all time. Editor’s Note. 


THE Census Bureau is now beginning a census which 
can broaden materially the horizon of business by 
limning that great and ramified field of business not 
engaged in the actual production of tangible com- 

modities. 
This Census of Business will involve the canvassing 
of more than 3,500,000 business establishments. 
[TURN TO PAGE 47, PLEASE] 


Excerpts from the first proof of the new Distribution 
Census, indicating the comprehensive scope of its 
fact finding. 


S. TYPE OF OPERATION IN 1955: 


Utility operated store pelling at retail) 
Mail order house (catalog business) 


(9) 
- DO NOT USE) 
stete, county or municipal 
(J other type (apecity) - -- 
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Figures Ready Early 


ING RECEIPTS: 
‘9 including sales taxes.) 


put do not deduct allowances ’ 


(e) sates of sercbandiee (deduct returned goods end allowances, 
for trede-ine) 


- 
rating receipts {totel (a) to 
(ft) Amount of sales taxes, including soline and other commodity taxes paid by 
you airectly to ony local, state, OF other government agency and 
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Receipts from other su 


TOTAL sales and other 


Income from lesses 


neluded in 4 (a), (Yes or wo) 


(e) 
this item 


sales of leased 4 
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(1) If sales of leased departments are not included, 
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gales on open eccount (weekly, ond of month, 
(2) Seles oF ineteliment plens down eee instructions) 3 
pow much of total sales (items 4 (a), (>) ant 4 avove) represents sales to other 
(e) Totel pey for the year 1935 for full-time and part-time employees (salaries, wages, vonuses 
and commissions) $ 
(Do not inelude propristorts oF partners! compensation, but in that of officers 
of corporations.) 
other operating expenses (rent, traveling expenses, advertising, overbead all other 
(a) gow wach of the total pay roll above) was paid to part-time 
Answer question (e) only if establishment located rented premises 
(1) Wee any pert of the premises subleased, used for Living @ , or for other pur 
poses not connected with the pusiness reported om this forn? (Yes or No) eeeoee m---7 
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: 
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inventory aete -- ~~ 
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Tull-tine oF part-time, in the business Dut whom no stated salery ie paid: 
1s years of age OF 
(2) vader 16 years of 6° c-9 
Papp persone reported in Inquiry 7+ above.) wo DAth POR 
PART-TDE ONE WEEK ONLY 
(Give figures for week ending 26, 1935. for highly 
Tone of somal Quring ective geason) 


pusinesses, 


for part-time 
(saleries,™ 
api 90 


(9) Brocutives and salaried 
corporation officers ~~ 

ami clerical employees (not 

ing soiling employees) 


office 
includ: 
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For 


A BRILLIANT 


LAST week we illustrated a number of current 
formal footwear windows, to show how shoe mer- 
chants, at this time of the year, are using carefully 
planned and artistically designed displays to pro- 
mote the sale of evening and other formal types 
of slippers in this festive holiday season. 

This week we show how shoe stores from coast to coast 
are using newspaper space for advertising designed to 
accomplish the same purpose. It’s a wise merchant who 
shows his customers what he has to sell through attrac- 
tive window displays, and doubly wise is he who rein- 
forces his windows with advertisements calling attention 
to the same merchandise. 

Formal footwear advertising is of timely interest at 
this season of the year, for everybody is in a festive mood, 
and the people who are likely to be interested in foot- 
wear of this description are looking forward to a round 
of holiday gaities that demand evening slippers, sandals, 
dancing pumps or footwear for the more formal types 
of afternoon costumes. So your advertising of these 


Ads Strike the Keynote of Holiday Gayety 
and Point to Profit Opportunities 
for Merchants Who Pro- 
mote Fe mal Footwear 


Intelligentiy 


\] 
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SLIPPER SEASON 


glamorous creations of color and beauty is sure to be 
read by a receptive audience. 

Beauty and color are the keynotes of the selling 
story you must tell about this class of merchandise. 
The grace of line and something of the beauty of ma- 
terials to be found in this season’s bright array of 
evening slippers can be told through the sort of illus- 
tration you can use in newspaper advertising, whether 
it be line cuts or half tones. You can’t, as a rule, illus- 
trate color in newspapers, so that part of the story 
belongs to the copy writer. 

Since eye-appeal, rather than utility, is the deciding 
factor in formal footwear selling, it’s important to 
make the ads reflect as much as possible of the beauty 
and attractiveness of the merchandise itself. Illustra- 
tions should be well drawn and attractively arranged; 
layouts and typography should be effective. The ads 
which we have reproduced in miniature on_ these 
pages give some idea of how effectively this can be 
done. But regardless of your best efforts in this direc- 
tion there is still an important selling job to be done 
in the copy. And to suggest some of the ways in which 
clever writers of good shoe copy are doing it, we quote 
from several of them. 

For example, illustrating six specially 
selected evening shoes in an advertise- 
ment the full depth of the newspaper 

[TURN TO PAGE 36, PLEASE] 


Some of this season's 
typical formal footwear 
ads, as published in news- 
papers by stores from 
coast to coast. Improving 
‘economic conditions give 
rise to the expectation 
that shoes like these will 
be in greater demand, 
so shoe stores everywhere 
are featuring them more 
prominently than in sev- 
eral years past. 
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for you ... at Bullock's 


1935 Page 2! 
BELO 
rrent | a 
mer- a FF 
who 
rein- 
tion 
(Ve 
it at $8.75 
| 
\ 
yund A : 
Jals 
Wes 
hese Women's Better Shoes... BULLOCE'S Fourth Poor 
| YR 
AK 
» Me, ‘ok —— | i 
| / sahiase sandals by.taird Schober 
|] gold and atver tim hon? 
i) 
all F AT 10TH 


INCREASE SALES 


*°8 TS a mad world and a touch of that madness has 
fallen upon the shoe trade.” That’s what Charles 
Henry Baber of London told us when he came over 
to the Shoe Fashion Guild show at the Waldorf. He 
was on the point of interpreting it when Al. Gude of 
Los Angeles came on the scene, whereupon we intro- 
duced the two men to each other—thereby stretching 
the boundaries of conversation from London to Los 
Angeles. 

We continued the conversation and asked: “What 
do you mean, mad?” Mr. Baber replied: “Progress 
comes through audacious thinking and my compli- 
ments to whoever it was that started us off on a square 
toe, square heel movement. It has much of the mad- 
ness of genius and the gladness of profits to come.” 

Mr. Gude observed that Mr. Baber was wearing 
a pair of heel-less shoes and said: “Are you, too, try- 
ing to contribute something of a little madness to men’s 
shoes?” Whereupon Mr. Baber was off on his favorite 
topic—‘“the human foot was created to walk heel-less. 
The minute you elevate the heel, the bones are forced 
into new position and if in these days it is called mad- 
ness to go back to the ‘natural,’ I am just a Peter Pan 
in Never Never Land.” 

So we left the two shoemen together, knowing that 
the friendship that is developed in the conflict of 
opinion will continue for many years ahead. 

Walking down the corridor, we ran into Lou Tuffly 
from Houston, Tex., who added his opinion on “the 
tonic effect of a new shoe like the square toe as a stimu- 
lant to interest the women in something different.” 
We gathered the impression that the emphasis of some- 
thing new was accelerated by his talking to many other 
merchants; and that “the square toe in white was a 
novelty that would show its early appearance and 
through test and trial might influence a season.” 

Harold Williams at the high styles spot of Fifth 
Avenue, becomes a fourth member of the quartet and 
believes that the stimulus of style means more interest, 
more shoes, more money, more profit, for he said: 
“The public needs a major style change. We had top- 
sales totals when women’s dresses lengthened and made 
obsolete all apparel in wardrobes. Signal changes in 
shoes and public acceptance of the new things should 
be encouraged by the merchant.” 
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THROUGH NEW THINGS 


IN 1936 


by ARTHUR D. ANDEBSON 
EDITOR, BOOT AND SHOE RECORDER 


All four of these observers of style are practical 
craftsmen in its development, as well as successful 
merchants in the promotion of their ideas. They have 
expressed what’s in the back of the minds of all con- 
sumer industries. 

In practically every industry selling wearables 
through stores, the experience has been that all through 
the depression about the same number of units of goods 
have been sold as in prosperity. 

This is conspicuously true in shoes, for last year 
we manufactured within a few million pairs, the out- 
put of 1929 and before the end of this year will have 
exceeded that figure. So, increased prosperity to the 
merchant must come in two ways: he must get more 
money for his goods and he must sell more of them. 

The millinery people were the first to sense the need 
for newness in design and the comment has been made 
that women are wearing, not hats, but wonderful and 
weird things for romantic flavor. The standard hat 
for women. no longer exists. The whim of the women 
for novelty has made millinery the “joy-material” to 
merchandise. 

But a merchant can take risks with a short line 
of millinery in a few sizes. Perhaps he has also to 
learn that risks must be taken in footwear to sell more 
pairs and to battle the competition of the closet—the 
old white shoes of the former year and the tendencies 
of economy because there is still “wear in the old 
pair.” 

The economic tendency of a product in a ris- 
ing market has the effect of reducing numbers of 
pairs sold. So, perhaps, this is the time for cour- 
age. The time to venture and adventure. The 
time to treat shoes as promotional merchandise. 
Springtime is the time to encourage increased 
buying and if shoes can be made more attractive 
to men, women and children the entire retail 
industry will step into a new and better year. 
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— is on its way—but the mounting cost of 
living is keeping people on a continual hunt for 


economy. 


In a shoe, economy is spelled “Extra Wear.” That 
means extra wear in the sole for a shoe is good as long 
as the sole lasts. 


And no sole was ever built that will outlast a Goodyear. 


Tell your customers the extra wear Goodyear 
Wingfoot Soles give to shoes and you’ve added the 
clinching argument that makes a winning sales story. 


THE GREATEST NAME IN RUBBER 


WINGFOOT SOLES HEELS 


When writing advertisers please mention Boot and Shoe Recorder 
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Centralize 
and 


Specialize 
for 
Hosiery Volume 


IDOBYN’S FOOTWEAR, Long Beach, Cal., has 
achieved a 50 per cent increase in hosiery sales and 
this means an 8-times turnover for the year on a stock 
sufficiently complete in all three hosiery departments, 
men’s, women’s and children’s. The store is outstand- 
ing in Southern California. 

Tom Hunter, manager of the store, says the two big 
reasons for this revival are centralization and speciali- 


zation. He means by that, the merchandise of one manu- 


facturer only is stocked and that the bulk of sales effort 
is directed toward a certain price in each department. 
Naturally, such concentration makes every sales person 
a specialist. Simplify things and you improve your 
salespeople, Mr. Hunter says. 

This one-manufacturer’s-merchandise is no mere say- 
so in this store. It is an absolute fact. A salesman with 
“a line just as good” or “you need greater variety” 
talk is given courteous treatment, but firmly told that 
the plan used this last year has shown results far above 
any other plan ever tried. 

_ “We have gotten rid of all confusion in the minds 

of both customer and clerk,” says Mr. Hunter, “When 
a customer comes back for more hose there is no guess- 
work on what she bought the last time. The clerk has 
to ask no questions, but snaps into it with a quickness 
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Merwin Dobyn 


How a California Store Increased Sales 50%. 
Dobyn's Footwear in Long Beach is unique 
among shoe stores in that it owns and operates its 


own radio station. Its plan for hosiery selling. 


and show of assurance that inspires confidence. When 
three or four lines are stocked, there is a preliminary 
fencing for bearings that upsets confidence and spoils 
sales. The psychological moment often is lost. 

“On either side of us is a store, each displaying 
hosiery every day much below our prices, but we pay 
no attention. That does not concern us. We are sell- 
ing a nationally advertised brand, and we cannot and 
need not think about competitive prices. 


One Price for Men and One for Children 


“In men’s hose we have one price only—three pairs 
for a dollar, right now. In children’s hosiery every 
pair in the house is 29 cents, no more and no less. 
In women’s hosiery we offer a greater price range, but 
$1.00 leads and $1.95 is second in volume. 

“Nearly every man, to the last man, buys three pairs 
of hose at a time. You cannot hope to corner a man’s 
patronage on hose, for there are few men in this world 
who will walk three blocks to buy hose from us or from 
any other individual store. A man needing hose, hops 
in and buys them at his convenience. It is up to us to 

[TURN TO PAGE 38, PLEASE] 
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Stocking Profit— 


for fine Shoe Stores 


—11 Time Turn Over 
—44,4%, Mark-up 
—Volume Sales at $1.65 


An S. V. M. Full-Fashioned Non-Run Stocking 
It Simply CANNOT Run 


Steigerwalt’s, nationally known for highest quality 
shoes, aggressively features RUN-AWAY with its 
distinctive non-run sales appeal. 


This is one of many instances where RUN-AWAY, 
correctly featured, has brought satisfactory sales and 
profit, enthusiastic customers, repeat business. 


RUN- AWAY, sheer chiffon, in an attractive indi- 
vidual weave, simply CANNOT run — its locked 
stitches lock out runs, making it wear two to three 
times as long. 


Write today for samples and promotion plans. 


EXECUTIVE OFFICE 


Schuylkill Valle 
Spring 


City, 


chendising stan 
the 31.65 price 
44.4% mark-y 


: and the fact that 


igorwalt 


'S286 CHESTNUT STREET 
PHILADELPHIA PENNSYLVANIA 


November 30, 1935 
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Very truly yours, 


T. Dun Belfieia 


SCHUYLKILL VALLEY MILLS, INC. 
Spring City, Pa. e Empire State Bldg., New York City 
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LEATHER LAGS 


The prices of leather, shoes and 
other leather goods, laggards in 
the advance of most commodity 
prices during the past two years, 
are now beginning to advance. 
For two years, despite rising costs, 
consumers have been able to buy 
shoes at all-time depression low 
prices. 


In Commodity Parade 


Last to Move Forward From Prices Set in 19:3: 


and Forced Up by World Market Demand 


@NE of the world’s most basic and 
indispensable raw materials has left 
the scant ranks of depression prices 
and joined the forward movement of 
commodities. The prices of leather 
and leather goods, laggards in the 
slow advance of commodity prices, are 
beginning to move upward. For more 


than two years, while wholesale prices. 


of all goods advanced almost 35 per 
cent, leather, shoes and leather goods 
have been outstanding exceptions. 
Consumers paid, for example, prac- 
tically no more for shoes in October 
of 1935 than in March, 1933, when 
prices had tumbled to the lowest level 
in a generation. Today, reluctant as 
manufacturers and retailers are, they 
find it necessary to advance prices. 
The chief factor behind this necessity 
is the sharp advance in costs, resulting 
from a rising world demand for the 
raw material—hides and skins. 

When the consumer finds an altered 
price tag on a favorite pair of shoes, 
or any other leather article, he or she 
will not be able to accuse tanners 
and manufacturers of arbitrary price 
increases. According to the Tanners 
Council of America, circumstances be- 
yond the control of the domestic in- 
dustry are responsible for the sharp 
advances in raw material costs. Leather 
costs have advanced throughout the 
world in the past six months. Leather 


prices are higher because boots are 
marching and drilling as war scares 
and military preparations have grown. 
Leather prices are rising because 
drought parched the prairies and cat- 
tle lands of the West in 1934. Above 
all, the shrunken depression demand 
has slowly expanded to a more vigor- 
ous and normal volume. Yet this 
healthy consumption indicates that 
consumers everywhere consider leather 
products as relatively inexpensive. 
The moderate increases which it is 
estimated the American consumer may 
pay for shoes and other leather prod- 
ucts will be, for him, the most impor- 
tant scene in a world drama of raw 
material. Hides and skins are one of 
the oldest and most basic of raw ma- 
terials. The hides and skins that make 
the world’s leathers come from every 
continent and from every country 
where cattle, sheep, goats and other 
animals are bred. Caravans, steamers, 
trucks and railroads carry them to the 
competing buyers of the world. Amer- 
ican tanners, always in the market for 
hides and skins, are facing increased 
competition today. Armies must 
march in sturdy boots; more men un- 
der arms require more boots, more 
leather and greater supplies of hides 
and skins. In addition, recovery ha: 
brought a greater demand from con- 
sumers for shoes, leather luggage, har- 
ness, belting, and other leather 
products. Unlike other materials. 
the supply of hides and skins can- 
[TURN TO PAGE 36, PLEASE] 
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ANSWERING 
THE CALL FOR 


Craftsmanship plus “BENCH BRAND” leather outsoles 
creates a dependable combination for Sales-Service-Safety 


With the right equipment the skier is safeguarded. 
A great sport is made more enjoyable. Upon the shoes 
worn he must largely rely for proper support, unerring 
flight and the minimum of skiing strains. Here quality 
must be paramount. The choice of 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 
for sport, street, dress or heavy-duty shoes certifies to 
what extent care is used in shoemaking. This leather 
has the closeness of grain and strength of fibre which 
assures proper service to every iron of thickness. 


EET: BOSTON -MASS- | | 
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Association Sportsmanship 
The Great Need In 1936 


In the conduct of business, no individual or concern in 
any community can act regardless of his neighbors and 
competitors, for while the spirit of competition is deeply 
imbedded, there is a place for clean, honorable, legitimate 
sportsmanship in business whereby shoe men can compete 
without wronging others and without demoralizing the 
business in which the are engaged. 


T. Dun Belfield 


President, Philadelphia Shoe Merchants 
uncil 


WHO said it couldn’t be done? The scoffer, the 
cynic, the timid shoe man. But we in Philadelphia, 
as retail shoe men interested in giving the public the 
best in service, have demonstrated that competition 
can be made a sporting event, and that if we join 
hands in gentlemen’s agreement we can accomplish 
an accord of purpose beneficial to the merchant as well. 

For several months we have been talking about the 
possibilities of controlling the sales periods. We have 
had meetings and finally decided that we would try 
to see if we could live up to the spirit of good, clean, 
honest competition and sell our wares on their merits 
rather than newspaper ballyhoo of comparative prices. 
We accomplished a lot in just capturing the spirit of 
good sportsmanship in business. There may be one or 
two accidents to any plan, where some merchant finds 
himself in a bad spot with merchandise and must move 
the goods before the designated date, but that is to 
be expected. We can’t ask for perfection the first 
year we tried it. But by and large we have succeeded 
in Philadelphia in proving that in the conduct of busi- 
ness, no individual or concern in any community can 
act regardless of his neighbors and competitors, for 
while the spirit of competition is deeply imbedded, 
there is a place for clean, honorable, legitimate sports- 
manship in business whereby shoe men can compete 
without wronging others and without demoralizing the 
business in which they are engaged. 


Now is the time, through the length and 
breadth of this country, for the shoe merchants to 
realize that they have it within their own control 
as to what sort of a year lies ahead. As a single 
merchant, ethically inclined, operating alone, 
a man can do very little, but when a group in a 


by T. DUN BELFIELD 
of W. H. Steigerwalt’s, 
Philadelphia, Pa. 


city, state or nation joins hands to improve the 
picture of production, distribution and profits, 
they can accomplish wonders in the standing of 
their own stores and businesses, and also trans- 
mit the moral benefits to the public’s advantage. 


In this game of business we have got to set up 
rules such as we have in playing golf, bridge or any 
other competitive sport, and we must learn how to 
live up to these rules. 

We owe it to ourselves to get together now and to 
plan for higher standards of business operation in 
1936. The only way we can bring about wider dis- 
tribution of goods and services to achieve prosperity 
is to utilize the facilities of association and to encour- 
age common action. It is the only way out, for under 
the old “mad dog” philosophy of merchandising, the 
store that could lie and cheat (and steal from the 
sweat shops) was the only winner. 

We are not satisfied to let that condition continue 
because the honest, sincere service shoe stores of this 
country have it in their power to stand together for 
better standards of business and better standards of 
living. 

Too many men are busy hanging crape on the por- 
tals of the future, to scatter the pessimism that there 
is no place for the simple honesty of good merchan- 
dise, good service and good faith; but I, for one, accept 
no defeatist philosophy. Now is the time to encourage 
shoe merchants in every city and town in America to 
join together with some definite associational objective. 

There will be no problem of membership when 
the merchant gives sanctions to his association through 

[TURN TO PAGE 38, PLEASE | 
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«MODERN 
* ATTRACTIVE 
EFFICIENT 


The smart, colorful merchandise of today is entirely 
out of place in an old-fashioned, drab and uninvit- 
ing store. In such a setting it loses much of its eye- 
appeal and needless sales resistance is immediately 
created. . . . People again have money to spend — 
but the past few years have made them far more 
particular how they spend it, and where. 


And so the shoe store that is modern in its display 
equipment, attractive and colorful in its appearance, 
and that is planned in accordance with modern 
methods in merchandising has a tremendous advan- 
tage in the fight for sales volume. 


Grand Rapids designed and equipped stores are 
such stores. For forty years we have been in con- 


, GRAND RAPIDS STORE , 
* FQUIPMENT COMPANY * 


Main Offices and Factories: 
Grand Rapids, Michigan 


Branch Offices and Representatives in Principal Cities City 


SHOE Dept. — DoNENFELD’s, DAYTON, OHIO 
A recent Grand Rapids Installation 


stant touch with merchants in every part of the 
country, studying and solving their problems. 


The benefits of the knowledge and experience so 
gained are at your disposal, whatever the size of 
your store or wherever it is located. 


A modernization program is too vital a matter to 
undertake without securing the best counsel avail- 
able. That is why so many of the leaders in retail 
business engage the services of this nation-wide 
organization in connection with this all-important step. 
A line to us, asking for further information on our 
shoe store planning service and equipment will not 
obligate you and will receive prompt attention. 


MAIL THIS COUPON TODAY 


B-12 


Grand Rapids Store Equipment Co. 
Grand Rapids, Michigan 

Please send us further information on your 
Store Planning Service and Equipment. 


Name. Address 


State 
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GIVE 


THE big bombardment begins. Literally acres of 


volley into the reader ranks. Sections, double-spreads, 
full pages, half pages—all striving to force the sale 
of season-end stocks. ; 

In the midst of this bargain bombast of big space 
and _ screeching superlatives—use strategy to save 
strength. 

Building the clearance campaign around a clever 
character that combines interest and identity is one 
of the surest ways of gaining the attention you seek. 

The “Ticketeers” campaign combines attention and 
retention values, plus the opportunity for excellent con- 
tinuity, from the first teaser ad on, throughout the 
entire campaign. 

But—the Ticketeers have a message also. The copy, 
written in rhyme, tells the sale story without resorting 
to over-worked superlatives or exaggeration. 

The copy for two teaser ads appear with the sketches 
at the top of the page. For the folder or newspaper ad 
use these verses: 


Come to our store tomorrow! 
You'll surely give three cheers 

When you see what they’ve done to shoe prices 
These blue-pencilled ticketeers. 


From one end of the store to the other, 
From the bottom shelves to the top, 

They’ve blue-pencilled prices right and left, 
We thought they’d never stop. 


They certainly gave shoe prices, 
A reason for shoe sale blues! 
They’ve made this a good time to outfit 
Your entire family with shoes. 


This opening is followed by regular copy for the 

. merchandise, referring to the Ticketeers in headlines 
and text for various shoe groups. 

The group, or squad of “Ticketeers” shown in the 

ad layout and window sketches are made by reproduc- 
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CHARACTER 


to Yeur Clearance Campaign 


Original Ideas in Advertising 
wil Help You Put It Over 


Successfully 


space and tons of printer’s ink hurling volley after 


14, 1935 


by E. ANDRUSS 


ing the “sergeant,” but omitting his stripes, to make 
the privates. This squad is reproduced (any sign- 
maker can do it) on “billboard” background for the 
windows, using a combination of red, blue and black on 
white signcloth or mat board that has been mounted 
on a frame. The copy reads— 


SHOE CLEARANCE 


Throughout the store, the Ticketeers 
Have blue-pencililed prices of shoes. 
Reductions are great—you'll save a lot 
On each pair of sale shoes you choose! 


The captain of the Ticketeers will make a good 
decoration for price tickets—while the entire group 
can be repeated on display cards. Be very sure that 
the Ticketeers are used in the store. This is very im- 
portant. All the “building up” that advertising and 
display has done in the minds of the prospective cus- 
tomers may be lost, if you fail to carry the tie-up 

[TURN TO PAGE 38, PLEASE] 


ok CLEARANCE?! 
S 


| Page 30 SS 
— 
of 
Are 
and 


1935 BOOT AND SHOE RECORDER, December 14, 1935 


make 

sign- 
yr the 
ick on 
unted 


good 
> that 
im- 
x and 
tie-up 
FASE | 


\ classified telephone book brings in new business, 


increases sales. 


An interesting bit of proof comes from a retailer in 
Chattanooga. He writes: “We made a recent check of 44 
of our new accounts... All 44, or 100%, stated that they 
were directed to us through the classified pages of the tele- 
phone directory.” 
dé Many dealers have written about sales that were traced 
to the classified. 

Are you taking full advantage of this sales opportunity ? 
Are you listed in the classified under all the major products 
and services you sell?. . . under the trade marks of the ad- 
vertised brands you carry ? 


—— See that you are adequately represented in the i 
next issue. Ask your local Directory Representative. em: 


When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL SHOE 


BULLETIN 
Association Offices and Service Center, 274 Madison Avenue, New York, N. Y. 


Shoe Sales Should Be Selective 


Folly to Mark Down, for Clearance, Salable Merchandise 
Which Would Have to Be Replaced at Higher Prices 
Because of the Rising Market for Leather and Footwear 


DEFINITE and tangible progress has been made this year, think what he must do to protect his profits in pricing his 
under the leadership of the National Shoe Retailers’ Associ- shoes at retail. 
ation and various local organizations, such as the Shoe Under these circumstances it would seem utter folly to de. 
Merchants Council of New York, Shoe Merchants Council of | cide upon a store-wide clearance this year, and mark down 
Philadelphia, Detroit Retail Shoe Dealers Association, and everything in stock regardless of the kind of merchandise 
others, toward the development of a proper control over the and whether the shoes are style types, for the season, or 
difficult but vitally important problem of retail sales. staples, which can safely be carried over into another selling 
In spite of unfavorable weather conditions and an un- period. The element of replacement cost must be considered 
seasonably late Fall, the demoralizing effects of early clear- in determining what shoes should go into your mid-winter 
ances have been, in a large measure, avoided in those cities clearance after Christmas. It would be an error of judgment 
where understandings had been reached among the retailers. to mark down staple or safe shoes, which can be sold well 
Sales there have been, for 100 per cent results are not to be into the coming season and which can be replaced on the 
expected in reforms of this kind. But the net results of the present rising market, only at high prices. Shoe sales this 
efforts made this year to control the sales problem can be year should be selective and confined to those types and 
chalked up as a substantial profit gain in many a shoe store. styles of shoes that must be sold at once because they will 
Now we approach the period which can be considered as _ be unsalable a few weeks hence. 
the normal time for clearances, the weeks following the In view of the bad break in the weather in so many local- 
Christmas holidays when most retailers reduce prices on cer- ities, a lot of merchants will consider themselves overstocked 
tain types and classes of shoes in order to clear their stocks and feel that they must make the most of the opportunity to 
before styles become out of date and out of season. Here turn merchandise into money during the clearance sale 
again there are important considerations that should affect period. But the average shoe stock contains enough shoes of 
the price policy of every member of the National Shoe Re- a strictly seasonal variety to stage a successful sale, without 
tailers Association before he decides what sort of clearance _ needlessly sacrificing profits on staples. And so we say, g0 
sale, if any, he expects to hold this year. For this is no over your stocks carefully and use your best judgment to de- 
ordinary year in retailing, and merchants should determine termine which shoes should go into your sale. But don’t be 
their policies on the basis of prevailing conditions and the too eager to cut prices on staple shoes that you own at 2 
probabilities of the immediate future. price you could not duplicate today. You took your losses 
Generally speaking, we are now in a rising market for when prices were falling and the buying public gained the 
goods of most kinds, including leather and shoes. Hides and advantage. You cannot recoup those losses in full measure 
leather have been advancing for some time, and now the on the present rising market, but if there is a chance for a0 
cumulative effect of this price movement is beginning to extra margin here and there, on this line or that, it is your 
affect the retailer in a very important way. He experiences legitimate privilege as a merchant to reimburse yourself in 
the effect of advances at wholesale every time he buys shoes. part at least for the losses you suffered when the tide of 
And the increases have reached a point that compels him to _ business was running in the opposite direction. 


Celebrate the Silver Jubilee 
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RETAILERS ASSOCIATION 
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“An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety” 


FOUNDED 1912 
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A SELECTION of booklets representing the best available 
information upon a definite subject of store management and 
promotion, written by recognized authorities, has been ar- 
ranged and these booklets will be given to every registered 
retail merchant during the National Shoe Fair in Chicago on 
January 6, 7, 8 and 9. 

They will be conveniently inclosed in the “Portfolio of Pro- 
gressive Retailing and Promotion”—an attractive portfolio 
strongly made of leatherette. 

Every merchant leaves his business for a few days to at- 
tend conventions with the avowed purpose of attending every 
important educational meeting. 

His major objective in attending conventions is to know 


more about his business, to expand his volume and increase 


his profit. These are notable purposes. Upon arriving in the 
convention city, frequently the activity of the meeting dis- 
rupts his scheduled program and he fails to participate in 
those educational features which he finds helpful and planned 
to attend. 


Progressive Retailing and Promotion 


The committee conducting the educational features of the 
National Shoe Fair have provided through the “Portfolio of 
Progressive Retailing and Promotion” the answer for those 
busy merchants who want to attend the business conferences 
and must of necessity buy their Spring shoes. 

The subjects covered by the literature contained in the port- 
folio includes accounting and store management, advertising 
and direct mail, improved retail methods and stock control, 
modernization of store fronts and interiors and how to finance 
these projects, foot health and correct posture, the part a 
retail merchant will have to play in the Social Security Act 
in 1936-37 (this Federal law has been passed and becomes 
effective in 1936 for some stores but all merchants employing 
one or more people in 1937 will come under the Act), fashion 
training for extra pairs, and other vital topics of store in- 
terest and benefit. 

To obtain this valuable portfolio of better retailing ideas 
you must register, for which there is no charge. Because of 
the cost involved in the preparation and distribution, a record 
of each portfolio must be kept. 


Free Club for Shoe Men 


QDNE of the most annoying problems with which every manu- 
facturer and every merchant is confronted at shoe conventions 
is to locate a friend, a merchant, or a place to mingle, where 
new contacts can be made and old friendships renewed. 

The National Shoe Fair Club will be the center piece of 
attraction on the entertainment side of the joint meeting of 
the National Shoe Retailers Association and the National 
Boot and Shoe Manufacturers Association. 

The club is in every sense a club—without cover charge 
or dues. It’s free to every registered shoe man. There is no 
charge for registration. 

On the Fourth Floor of the Palmer House the exhibition 
hall will be transformed into an intimate setting of a club, 
where lounges, telephones and such conveniences that men 
are accustomed to in their club will be provided. 

The room will be transformed through an especially de- 


signed scenic set-up into one of the attractive meeting spots 
of the Fair. Merchants and manufacturers will prefer to 
make their contacts at the National Shoe Fair Club. In 
pleasant surroundings, comfortable and inviting, this spot 
will witness the gathering of the nation’s shoe executives who 
merit the relaxation provided by features of this type. 

Entertainment will be provided. Not the noisy, disturbing 
variety, but rather the intimate table to table strolling enter- 
tainment which many people approve and enjoy. 

A cocktail bar will be available in the Club, with the usual 
Pa'mer House service directing these details for the enjoy- 
ment of the shoe men. 

Remember to make your appointments with your friends 
and business associates at the National Shoe Fair Club, 4th 
Floor, Palmer House. 


Palmer House, Chicago, Jan. 6-7-8-9, 1936 
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~ Last designed for 
use with either 
type of insole 


Saddle insole 


Look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 


When writing advertisers please mention Boot and Shoe Recorder 
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UNITED LAST CO., LTD. 
MONTREAL, P. Q. 
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TW GARDINER CO 


The United Last Com- 
pany operates these 


modern factories in 


eight important terri- 


STEWART & POTTER 
AUBURN, MAINE 


tories. Its facilities for 
style and service are 
constantly available 
to the shoe manufac- 
turing industry. 


= 
UNITED LAST CO. KRENTLER BROS. CO, 
BROCKTON, MASS. ST. LOUIS, MO. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


EMPIRE LAST WORKS 
ROCHESTER, N. Y. 
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stimulant, such a policy rewards most 
generously the higher paid employees 
who naturally need the least stimula- 
tion. It pays a correspondingly small 
amount to the lower salaried workers, 
the very ones whose efforts usually 
lag. 

Consequently, unless the bonus is at 
a rather high rate, it is best to share 
it equally among all employees. If 
that does not seem fair, possibly a two- 
thirds share might go to those in the 
lowest salary bracket. 

How long should it run? Not too 
long. A drive put on for three months, 
then renewed for another three months, 
will keep up more interest than if it 
had been announced originally for six 
months. If the plan adopted does not 
happen to work well, the owner will be 
in an awkward position if he has com- 
mitted himself to a long period of time. 

What should the rate be? That de- 
pends on how much the owner wants 
to distribute, always remembering that 
in any form of “contest” the induce- 
ment must be worthwhile or ‘the at- 
tempt falls worse than flat. Usually a 
new store will show a higher percen- 
tage of volume increase than an old 
store. Here are some suggestive 
figures: 


Bonus Percen- Increasein Resulting 


tageonVolume Volume _ Bonus Per- 
Increase centage of 
Total Sales 
8% 10% -28% 
3 20 5 
5 10 45 
5 20 83 


Beware of Profit Sharing 


[CONTINUED FROM PAGE 17] 


Remember, too, that a store can 
afford to pay a bonus on additional 
sales which are made with little in- 
crease in the general expenses. It is 
that plus-volume which produces real 
profits. 

Getting back to the profit sharing 
idea, there is an argument which goes 
like this: After all, the only thing an 
owner has to share is profits. Conse- 
quently, if he can get the employees to 
saving at every turn as well as boost- 
ing sales, then profits will be much 
larger. 

True, indeed, but let’s see about it. 
I have sat in hundreds of salesmen’s 
meetings at which many, many good 
suggestions were made by the sales- 
men. But offhand I cannot recall a 
single suggestion made by them about 
saving expenses. All were about in- 
creasing sales, either directly or in- 
directly. 

Isn’t that almost as it should be? A 
real salesman is trained to sell; his 
thoughts are on selling. Let’s not 
divert his mind too much from his sell- 
ing, the store’s most important func- 
tion. As I have observed it, expense 
saving ideas usually originate in the 
proprietor’s mind—which also it as it 
should be. And it will doubtless be that 
way till the end of time. 

The facts are, that if the salesmen 
can be induced to put their whole hearts 
into aggressive and effective selling, 
then the proprietor will not have much 
difficulty in handling the other factors 
of the business, so the final results are 
profitable. 


For a Brilliant Slipper Season 


[CONTINUED FROM PAGE 21] 


page, Woodward & Lothrop, of Wash- 
ington, D. C., said: 

“Shining Slippers .. . first steps to 
glamorous evenings. Very naturally 
brilliant costumes start at your toes 

. with gleaming evening shoes that 
twinkle forth alluringly as you dance 

. or to make your grand entrance. 
We show six stars of the evening firma- 
ment . .. six examples of an opulent 
array you will find on our Third 
Floor.” 

Of the six shoes illustrated, one was 
a black or white sandal with open toe 
or heel, another a black velvet slipper 
of medieval inspiration, the third a 
brocade T-strap open shank pattern, 
trimmed with gold or silver kid; 
fourth, a shell pink festive evening 
slipper trimmed with black, white or 
silver; fifth, a flat heel model in sil- 
ver kid with criss-cross straps, and 
last, a medium heel open shank pat- 
tern in silver kid. Prices on these 
shoes range from $8.75 to $16.50. 

“Sandals are the fashion,” says Best 


& Co. of Fifth Avenue, New York, in 
an advertisement featuring formal 
footwear for the holiday parties, in 
gold kid, brocade or dyeable silk. The 
ad featured three designs, all graceful 
strap sandals, and said of them: “This 
well-selected trio features all the 
wanted fabrics. Graceful heels, com- 
fortable, slightly rounded toes, dainty 
jeweled buckle fastenings. Specialized 
at $7.50.” 

“The beauty of I. Miller Shoes and 
the grandeur of stately occasions go 
together,” says I. Miller, in an ad fea- 
turing a simple strap slipper with 
open shank and high continental heel. 

An effective evening footwear ad by 
J. W. Robinson Co., Los Angeles, fea- 
tures brocade and velvet slippers and 
the copy says: “Garside evening shoes 
are formal wisps of brocade, velvet 
and metal, fashioned with the taste, 
the charm, and the skill that distin- 
guishes all Garside shoes. Top, colored 
brocade and metallic kid, $16.75. Be- 
[TURN TO PAGE 43, PLEASE] 
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Reversed Calf 
[CONTINUED FROM PAGE 15] 


weight, perhaps of nine irons, or they 
may be detailed with heavy crepe rub- 
ber soles in colors. 

Shoes most popular at the present 
writing and expected to carry through 
for Spring, are low cut adaptions of 
English field boot types, gypsy seams 
and plain toes and monk types. The 
plain toe monk is perhaps the most 
important development. Brogues are 
important with both square and wing 
tips. Prestitched and novelty weltings 
give life to plain models, while gypsy 
seams, simulated hand-sewn seams and 
new bindings increase interest in fore- 
parts. Insets and overlays of grains 
give a pleasing effect of the leather 
reversing itself. 

The next issue of BooT AND SHOE 
RECORDER will feature the importance 
of reversed calf in the Spring and 
Summer picture, illustrating some last 
minute color developments, last and 
pattern treatments. 


Leather Lags in 
Commodity Parade 
[CONTINUED FROM PAGE 26] 


not be increased when demand is 
greater. World prices, therefore, have 
gone up as buying has revived and 
grown in the last two years. Leather 
prices in the United States have been 
forced to follow, as American tanners 
pay higher prices for their raw mate- 
rials. 

Another influence in the raw material 
markets has its origin in the unpar- 
alleled drought of 1934. Millions of 
cattle died or were mercifully slaugh- 
tered in that year, and in spite of Gov- 
ernment aid cattle raisers ‘ suffered 
enormous losses. While such slaughter 
temporarily increased hide supplies, the 
eventual effect was to create a further 
shortage, since cattle take several years 
to raise to maturity. Cattle raisers, 
therefore, will be able with this better 
price level to recoup some of the losses 
sustained in the drought. 

The extent of the rise in raw ma- 
terials, only now beginning to be re- 
flected in the price of leather goods, has 
been exceedingly steep. One class of 
hides has risen 75 per cent in the past 
year. Still another has advanced al- 
most 80 per cent in this period. Until 
now these advances have meant in- 
creased costs which have been absorbed 
by leather producers, shoe manufactur- 
ers, and retailers. The consumer has 
remained unaffected, paying no more 
for shoes or other leather merchandise. 

In the face of still rising costs, how- 
ever, there is no alternative left to 
leather producers, to the manufactur- 
ers of shoes or other goods, than to 
advance prices moderately. Since the 
average increase to the consumer will 
be moderate, it is believed that quality 
standards can be maintained without 
inflicting any hardship upon the con- 
sumer. 
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Reduced Railroad Rates (fare and 
one-third) are in effect on all rail- 
roads. Special trains will carry re- 
tailers and manufacturers from Bos- 


_ton, New York City and St. Louis. 


Chicago Cooperating Hotels offer 
usual low rates and considerate at- 
tention to early reservations. They 
are all cooperating with the National 
Shoe Fair. 


HEADQUARTERS 
NATIONAL SHOE FAIR 
PALMER HOUSE, CHICAGO 


SHOW ATTRACTIONS 
FOR ALL SHOEMEN 


@ Prominent speakers forecasting the path 
of business, politics and government. 


@ Advertising authorities selecting prize 
winners from retail shoe ads appearing 
in cities large and small. 


@ Industrial leaders determining the 
changing course of shoe production and 
distribution. 


@ Show window experts awarding prizes 
to the best dressed windows in America's 
shoe shops. 


@ Representatives from the Federal Hous- 
ing Bureau assisting merchants in secur- 
ing loans for store improvement. 


@ Leading buyers discussing new methods 
in merchandising in open form meetings. 


© Prominent retailers and stylists analyz- 
ing, in open debate, the new develop- 
ments in footwear fashion. 


@ An authority on women's styles presenf- 
ing an Easter preview, showing the shoes 
and clothes the average woman will wear 
in 1936. 


@ Important Men's men _ designating 
clothing combinations that will create an 
interest in men's shoes during the coming 
seasons. 


@ Tho Shoe Fair Club—a room for recre- 
ation and relaxation when daily business 
and convention activities are over. 


START THE NEW SHOE YEAR IN CHICAGO IN JANUARY 
Convention Planning Stimulates Spring Selling 


Retailers' enthusiasm sets a new hig rticipation fees set a new low, as 
cooperative shoemen plan for profitable days at the first National Shoe Fair. 

Buyers are planning to confirm orders—to examine new styles—and to discuss 
fashion trends. 

Manufacturers are displaying their lines for retail consideration in more than 
600 display rooms. 

All Shoemen are looking forward to the all-industry convention meetings that 
feature profitable business methods. 
. Prepare now for future profits. Careful convention planning builds better 

usiness. 

Join thousands of retailers at the 25th Annual Convention of the National 
Shoe Retailers Association. 

Take part in fashion forums, convention conferences, and the merchandise 
meetings. 

You can not afford to miss this opportunity to prepare now Spring promotions 
that will increase the selling of the new season. 


UNDER AUSPICES OF NATIONAL SHOE RETAILERS ASSOCIATION 
AND NATIONAL BOOT AND SHOE MANUFACTURERS ASSOCIATION 


NATIONAL SHOE FAIR 


When writing advertisers please mention Boot and Shoe Recorder 
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Centralize and Specialize 
For Hosiery Volume 


[CONTINUED FROM PAGE 24] 


sell him three pairs instead of one 
pair while he is in here. The three-for- 
a-dollar price does that little thing! 
The point is to have variety, ample 
stock, good patterns and convenient 
display, but ONE price. 

“We have a display rack showing 
twelve different groups right in the 
men’s shoe section and there he con- 
tacts our hose for the first time. His 
next contact is at the wrapping coun- 
ter. The percentage of men adding a 
dollar’s worth of hose to their shoe pur- 
chase has increased tremendously under 
this more centralized set-up.” 


No Clerk Takes Money 


No clerk takes any money in the 
Dobyn store, but the customer is di- 
rected always to the wrapping counter. 
It is the business of the girl at the 
wrapping counter to talk hosiery and 
every wrapping girl is an expert sales- 
girl. This saves the time of the clerk 
and takes no extra time from the cus- 
tomer. Frequently the clerk has sold 
another pair of shoes before the previ- 
ous customer gets out of the store. 

“Suggestion sales in men’s hosiery 
are not difficult,” says Mr. Hunter, “be- 
cause no man ever has enough hose. 
He always needs hose. He is always 


“a prospect. This is a reason why the 


girl at the wrapping counter must 
never forget to suggest hose.” 


Pushing the Club Idea 


The club idea in women’s hosiery is 
treated seriously in this store. Rarely 
does a woman buy a pair of hose with- 
out joining the club. The salesgirl at 
the wrapping counter talks club and 
presents the club card in a manner that 
makes it seem natural for the customer 
to join the club. 

“Manufacturers’ club ideas in hosiery 
are sound,” says Mr. Hunter, “be- 
cause the premium is of known value. 
It is merchandise with which the cus- 
tomer is already familiar. It is not 
something extraneous that looks like a 
lot and costs a little. It is more of what 
the woman already has. Women are 
unlike men, we find, in that they do 
become partial to one brand of hosiery 
and will come blocks to reach our store, 
going past scores of other stores on 
the way. 


Seller Must Be Sold 


With the club idea in force, there 
is a bigger pull. However, the club 
idea is like every other sales idea 
—it works if you work it and it fizzles 
if you don’t work it. The seller must 
show that she is sold. She must show 
that she believes away down deep that 
the plan is worthwhile for the custo- 
mer. With that conviction, the next 
thing is to be perpetually on the job, 


never quit and never let down. Girls 
in neighboring stores chip in and help 
each other win the hosiery premium, 
which in our case is the thirteenth pair 
given gratis after twelve pairs have 
been credited at regular prices to one 
person.” 


Complete Children's Hosiery Display 


Dobyn’s has one of the most complete 
and enticing displays of children’s 
hosiery in Southern California and the 
store has stepped into the front ranks 
on volume in Long Beach. The kiddy 
sox are displayed under illumination, 
directly under the glass of the display 
case in the women’s hosiery section. 
There are 54 divisions in the display 
holder with no fewer than six pairs, 
representing the complete group of 
color combinations, in each division. As 
stated, the price is 29 cents, no more 
and no less. 

“I cannot conceive of a woman fail- 
ing to find the colors she wants for her 
child in this great display,” says Mr. 
Hunter. “The complete picture is laid 
beforé her and all she has to do is to 
move slowly along the case until she 
comes to what she wants. There is 
one row, and one row only, so her sight 
is never confused. The growth in kiddy 
sox sales since we began this system 
has been so great that you might not 
even believe me if I mentioned the per- 
centage. This is one section where 
ample variety is absolutely necessary. 


Best for Shoe Store 


“When I say this concentration and 
specialization method is the best, I am 
referring to a shoe store, of course, 
and not to a department store. I feel that 
the average exclusive shoe store must 
simplify its stock in the hosiery depart- 
ment, thus making selling, buying, and 
the whole process easy. It must boil 
things, also, so that each salesperson 
is a specialist, knowing exactly what 
he or she is talking about—taking 
about not three minutes from now, 
but RIGHT NOW!” 


Associational Sportsmanship 
[CONTINUED FROM PAGE 28] 


the promise of a gentleman that he 
will stand firm for straightforward 
practice. On a simple little thing like 
a man’s word we can build the strong- 
est association in America, for it is no 
longer honorable to chisel, cheat and 
connive. 

If we stand as merchants inde- 
pendently free, yet associationally 
friendly, we can do a lot in 1936 to 
make the retailing of shoes a practical, 
proud and prosperous vocation. 
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Give Character to Your 
Clearance Campaign 
[CONTINUED FROM PAGE 30] 


with your store decorations and mer- 
chandise displays. 

It’s a simple matter to write short 
rhymes for your follow-up ads. You 
might also use a contest, giving prizes 
for the best reproduction, either draw- 
ing or cut-out, of the “captain of the 
Ticketeers” and a rhyme. 

This cut-out idea can be used for 
window and store decorations by those 
who can handle the linoleum knife or 
cut-awl. 

Whether you use the Ticketeers or 
some other appropriate character, you'll 
find it is a mighty effective way to put 
your clearance campaign across, be- 
cause its different from the usual sale 
advertising. 


(1) I’m Captain of the Ticketeers, 
I have good news for you— 
“If you want to save a lot on shoes, 
Watch what we’re going to do!” 


(See Wednesday’s papers) 


(2) I’m Sergeant of the Ticketeers. 
Armed with pencils sharp and blue 
Watch for us, because we bring 
Shoe savings—BIG—for you. 


(See Wednesday’s papers) 


38—Four-Page Folder and 
Newspaper Ads 


A four-page folder, 7% x 10% in. 
page size, will cut from 32 x 44 stock. 
A 8% x 11 page.size folder will cut 
from 35 x 45 stock. Can be enclosed 
in standard sized envelopes, or permit 
an address use on the back fold with- 
out enclosing. 

For the newspaper, a four-column, 
15-in. ad will be big enough to domi- 
nate. Smaller sizes can be used, as the 
character will make smaller ads stand 
out. Reprints of the four-column, 15-in. 
ad will make a good mailing piece. 


4—Show Cards—Decorations 


Use the Ticketeers on show cards and 
as decorations in the store, thus com- 
pleting the tie-up with ads and win- 
dows. Any signmaker can reproduce 
these characters in enlarged sizes. 


5—Contest 


Give prizes for the best sketch or cut- 
out of the Captain of the Ticketeers, 
with an appropriate rhyme. If the con- 
test is started ahead of the sale, have 
contestants make the drawing or cut- 
out only, keeping him a mystery man 
until the sale is announced. 


6—Window. Background 


Sketch the Ticketeers in black and 
red with blue pencils, on a “billboard” 
background for your sale windows, 
using the rhyme given in the test. 
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SHOE 


SATURDAY, DECEMBER 14, 1935 


TRADE 


NATIONAL NEWS 


Perfect Texas Convention Plans 


Committees Look for Large Attendance and Unusually Successful 
Meeting and Shoe Show at Fort Worth 


Members of the Texas-Oklahoma Shoe Retailers' Association who are in charge of arrange- 
ments for the convention of their group which is to be held in Fort Worth, Texas, January 20-22. 
They are, reading from left ot right: standing, William A. Harris, chairman of program 
committee; M. A. Daniel, general chairman of arrangements; Glenn D. Jones, chairman 
of the registration committee; H. E. Knoebel, hotel committee; and sitting, left to right: 
Dave L. Tandy, publicity committee, and Alex Hesselson, entertainment committee. 


Fort WortH, Tex.—The “South’s 
Greatest Shoe Sale,” which is always 
held in connection with the conven- 
tions of the Texas-Oklahoma Shoe Re- 
tailers’ Association and the Southwest- 
ern Shoe Travelers’ Association each 
year, will again hold the spotlight 
when the two associations meet at the 
Texas Hotel in Fort Worth, Tex., Janu- 
ary 20, 21 and 22, 1936. 

Plans are going forward for the 
newest of these shows. M. A. (Gus) 
Daniel several weeks ago was named 
general chairman of arrangements for 
the convention. Daniel on November 29 
selected the following as his committee 
heads to work with him preparing for 
the show and convention: W. A. Har- 
ris, program committee; Alex Hessel- 
son, entertainment committee; Glenn D. 
Jones, registration; H. E. Knoebel, 
hotel; and Dave L. Tandy, publicity. 

The Monday afternoon business 


meeting will be important in that it 
will be devoted to a round table discus- 
sion of style by some of the nation’s 
foremost stylists. Discussion of men’s, 
women’s and children’s shoes will be 
under the direction of experts in each 
of these lines. The Wednesday after- 
noon business session also will have 
some discussion on styles. 

Local committeemen are confident 
this will be one of the best conventions 
of this organization, as already reser- 
vations from both travelers and re- 
tailers are pouring into local head- 
quarters, the Texas Hotel. Invitations 
to attend the convention are being ex- 
tended to manufacturers, stylists and 
retailers. Some 2,500 letters being sent 
to manufacturers and retailers by the 
convention department of the Fort 
Worth Chamber of Commerce, which 
is headed by C. C. Patterson. 


George Baum, Corsicana, Texas, 


president of the association, says: “The 
Texas convention, coming so soon after 
the National Shoe Convention, will give 
the merchant who has not been able 
to attend the National the highlights 
as to style, materials, etc. 

“At this convention the smaller mer- 
chants will have the opportunity of sit- 
ting in on the different conferences 
which are in charge of men who are 
experts in their lines. 

“The convention will give the mer- 
chants plenty of time in which to pur- 
chase their white shoes for early 
Spring selling. At that time most man- 
ufacturers will have their complete 
lines.” 

All shoemen are pleased with the 
January dates for the convention, 
which were changed from February be- 
cause of so many protests from re- 
tailers and manufacturers, both, that a 
February show did not allow enough 
time for the purchase and delivery of 
Spring stocks, and it was always neces- 
sary for retailers to purchase most 
of their stock’ before the time for the 
February show in order to get them 
for Spring selling. 


DATES TO REMEMBER 


National Shoe Travelers’ Association Con- 
vention, Palmer House, Chicago, 
Jan. 3, 4, 1936 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 


Michigan Retail Shoe Dealers Association 
Convention, Detroit. .Jan. 12, 13, 14, 1936 


Texas-Oklahoma Shoe Retailers Associa- 
tion Convention, Fort Worth, 
Jan. 20, 21, 22, 1936 


Indiana Shoe Buyers Week, Indianapolis, 
Jan. 26, 27, 28, 1936 


Northwestern Shoe Retailers Regional 
Association Convention, Hotel Radis- 
son, Minneapolis Feb. 2, 3, 4, 1936 


Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Philadelphia, 

Feb. 10, 11, 12, 1936 
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"They seem to be lining up for a 
pre -Christmas rush — must be the 
way you decorated the store.” 


“Yes—we put some shoes of Surpass 
Brown and Surpass Blue Glazed Kid 
in the window!” 


The shade of color we are using for this year's Surpass 
BROWN matches beyond the shadow of a customer's doubt 
the color shades indicated for this year's costume ensembles. 
The glazed kid itself that carries these colors lives up to the 
finest Surpass traditions, like Surpass Black, the Kid of Kids, 
it also “improves with beauty in the finished shoe.’ It is 
smooth textured, fine grained, silky, and as uniform as care- 
fully controlled tanning processes, faithful workers, and half 
a century of experience can make it. Surpass Glazed Kid, 
whether it is Brown, Blue, or Black, gives an added sales 
appeal to footwear, an appeal that brings customers from 
the front windows into the store; gives an added satisfaction 
to shoe wearers that brings them back for more. 


BROWN (4) 


AND 


BLUE 


as well as BLACK 


Shoe Retailer 
% Shoe Manufacturer 
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Put Ideas in Windows 


Steady Improvement Seen in Development of 
Simpler Displays with a Selling Purpose 


G RADUALLY the shoe store window display is be- 
ginning to get some semblance of order and understand. 
ing into its make-up, as shoemen gain a fuller know- 
ledge of the relation of the shoe to the costume, and 
the dramatizing of selling ideas. 

But there is still too wide a divergence between the 
straight-shooting, hard-hitting idea promotions of the 
keen department store shoe displays and the jumble 
windows of too many shoe stores. 

Still too many shoe store windows reminiscent of the 
little-odds-and-ends shop that crams into its windows 
everything from the baby dresses tacked to the ceiling 
to the stacks of heavier goods on the floor and then 
adds, on a card, “IF IT’S NOT IN THE WINDOW 
YOU'LL FIND IT INSIDE.” 

The last few seasons have shown an appreciable in- 
crease in the use of promotional ideas in shoe display-. 
Today the leaders are doing a pretty keen job—but 
there are still too many displays that make one believe 
the people responsible for them hate to think! 

It was about 1922 that “style coordination” became 
a mass proposition. I happened to be in a position 
then where I began (with others) to promote the idea 
to the shoe stores of the country. It was slow to take 
hold. 

Since the stylists have been working with the tanners 
and retailers at their semi-annual style meetings the 
last few years, the appreciation of style coordination 
has increased among retailers, and reveals itself in more 
of their window displays. 

But the department stores still lead in style-coordina- 
tion promotion of shoes—they have the lead when it 
comes to dramatizing any and all the selling points of 
shoes. When they put in a shoe display it is built-up 
around a selling idea. They give a whole expensive 
window to putting that idea across with a wallop! 

Contrasted with that are the shoe displays that 
scream incoherently! I am not criticizing the popular 
priced stores that go on the psychological idea that 
people who buy popular priced shoes like gaudy sur- 
roundings—but—don’t forget that refinement in decor- 
ation is becoming a mass proposition today also. 

The development of the refined modern in furniture: 
the teachings of harmony and good taste in all the 
popular women’s and home-making magazines has its 
effect! Just observe what beauty and individuality are 
available in the popular priced homes and home fur- 
nishings today! 

Some one has said that most merchants are behind 
(meaning followers) rather than leading in popular 
trends. Being too far ahead is not good, except for a 
few hardy pioneers in merchandising and promotion, 
but why should the retailer so often wait for a new 
trend to be forced on him. 
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A NICE MARK UP TO “BOOT”, 


is yours by stocking “ORIGINAL CHIPPEWA” 
Ski Boots. Expert Craftsmanship, Quality Ma- 
terials, and a complete study of the require- 
ments 
authentic Ski Boots, are responsible for the 
rapidly increasing popularity of these boots. 
They are made on straight edged lasts to con- 
form with the Ski. . 


A COMPLETE SIZE RANGE CARRIED IN STOCK 


necessary for the manufacturing of 


FOR IMMEDIATE DELIVERY 


Number 2100 . . . Choc. W.P. 
64% in. Welt. Leather lined 
vamp, full grain gusset, all 
eyelets, straight extension 
edge, grain insole, steel arch 
support, flannel top band, out- 
side counter pocket, plain toe 
hard box, cross crease, heavy 
double oak sole double stitch- 
ed, leather terraced heel. Last 
stock EE width, sizes 


Number 2125 . . . Choc. W.P. 
7 in. Welt. Leather lined 
vamp, full grain gusset, all 
eyelets, grain insole, straight 
extension edge, steel arch sup- 
port, felt top band, outside 
counter pocket, plain toe, me- 
dium double oak sole double 
stitched, leather terraced heel. 
Last 55, in-stock D_ width. 


NONE BETTER 


Catalog 
and 
particulars 


CHIPPEWA SHOE 


on 
— CHIPPEWA FALLS] WISCONSIN 


and Boys’ sizes 244 


MANUFACTURING COMPANY 


Cleveland Retailers Elect Officers 


CLEVELAND, OHIO—L. A. MeDeal of 
the I. Miller Shoe Co. was elected pres- 
ident of the Cleveland Shoe Retailers 
Association at the annual meeting on 
November 18. Joseph Grossman of the 
Grossman Shoe Store was named vice- 
president; Walter Jehlicka of the Stone 
Shoe Co. secretary; and Max Gold of 
the Halle Bros. Co. treasurer. The 
new board of directors consists of W. 
R. Caldwell, Adolph Wachsberger, R. D. 
L. Filion, S. J. Bender, A. V. Holbrook, 
Jr., and Murray Bender. 

The Cleveland association, which was 
responsible in large measure for the 
biggest state association meet ever held 
last year in Cleveland, is planning an- 
other active season. 


Production Stepped Up 


NAUGATUCK, 
schedules in footwear plants of United 
States Rubber Products, Inc., here, are 
being stepped up to meet increased 
seasonal orders, according to an an- 
nouncement by Walter H. Norton, fac- 


Conn. — Production 


tory manager. Customers’ orders for 
boots, walrus, gaytees and sport shoes 
will necessitate some overtime, he said. 
Production will continue at a good level 
on lumbermen’s and gum shoes as well 
as the sport and tennis lines and bath- 
ing specialties. Molded goods produc- 
tion in the general products depart- 
ment has been curtailed. 


Novel Men's Shoe Window 


SAN FRANcIScO—A three-dimension- 
al window display was used by E. L. 
Watson, manager of the Florsheim 
Shoe Store at 120 Powell Street, to tie 
in with the football season and the new 
sport model shoes. The time-honored 


The novel men's shoe display used by 
E. L. Watson, manager of this Florsheim 
store in San Francisco. 


battle between the Bears of the Uni- 
versity of California and the Cardinals 
of Stanford University for possession 
of the Stanford axe furnished the theme 
for the display, done in the blue and 
gold of California and the cardinal of 
Stanford. 


The collegiate figures had trouser 
legs of folded cardboard extending from 
the main display board and with real 
shoes extending from the trousers. The 
window aroused much favorable com- 
ment and resulted in many sales for the 
store. The display was entered by the 
store in the national contest staged by 
the Florsheim Shoe Company in all its 
branches throughout the nation. 


Plans Progress for 
Seattle Convention 


SEATTLE, WASH.—Seattle Retail Shoe 
Association members have launched an 
early program of assistance to the 
Pacific Northwest body of shoemen for 
the staging of an outstanding conven- 
tion this coming summer in Seattle. 
Early arrangements are being made by 
the new officers of the Seattle group, 
so that national speakers and outstand- 
ing members of the shoe industry will 
be secured for participation. 


Shoe Retailers Aid 
Relief Agencies 


LINCOLN, NeB.—Local relief agencies 
were aided by shoemen during the past 
week by offering 25 cents credit on a 
new pair of shoes for any pair of 
old shoes turned in at the time of pur- 
chase. The stores turned the shoes 
thus collected over to relief agencies 
who will restore them as much as pos- 
sible and distribute them. 
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LK TESTED 
TURNS 


Modern Turn Shoes That Fit 
iy WILL NOT GAP 
Kid New “SHORTBACK” Lasts 


B 
Ruby 
30STYLES Send for 


In Stock 
AA to EE 
$2.40 IN STOCK catalog 


LUMBARD SHOE CO. 


FLEX-EASE 
PUMPS 


IN STOCK 


Black Crepe, Patent, 
Kiddo Calf....$1.90 


White Kid .... 
AAAA-C, 2% to 9 


days 


FREDERICK SHOE CO. 
DERRY, N. H. 


U. S. Army Buys Overshoes 


Boston, Mass.—United States Rub- 
ber Products, Inc., subsidiary of the 
United States Rubber Company, and 
the Firestone Footwear Company, just 
taken over by the former company, were 
the fortunate bidders recently for Gov- 
ernment contracts to make cloth-top 
arctics, also known as overshoes. Two 
thousand, six hundred pairs will be 
made by the United States Rubber 
Products, Inc., at its plant in Nauga- 
tuck, Conn., and 2400 by the Firestone 
company at its plant in Hudson, Mass. 
Prices were $1.88 and $1.83 respective- 
ly. The highest per-pair bid was $1.94. 

The Boston Quartermaster Depot, at 
which these bids were opened, at the 
same time opened bids covering the 
manufacture of 110,000 pairs of brown 
laces for use in garrison shoes. The 
contract was given to the Diamond 
Braiding Mills of Chicago Heights, IIl., 
which will make 40,000 pairs of 40-in. 
laces at one and one-tenth cents per 
pair, and 70,000 pairs of 45-in. laces 
at one and two-tenth cents. Bids ran 
as high on the shorter laces as one and 
seven-tenth cents, and on the longer 
nese as high as one and nine-tenth 
cents. 


Contracts Let for Rubber Heels 


Boston, Mass.—The U. S. Quarter- 
master at Boston, has let contracts for 
1,000,000 pairs of rubber heels for 
shoes for the CCC. 
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Publishing—Or Politics ? 


14, 1935 


Possibly it was the 10 to 20 per cent gain in business for 1936, predicted by Everit B. 
Terhune, president of Associated Business Papers, Inc.,and of Boot and Shoe Recorder, 
that caused him and Publisher Frank Knox of Chicago to smile, as the photographer 
caught them at the A.B.P. annual dinner, Waldorf-Astoria Hotel, New York, Dec. 2. 
Many notables in publishing, advertising and the business world were present at 
the banquet and business sessions. Col. Knox publishes the Chicago Daily News, 
when he isn't lambasting the Brain Trust. The News is a big paper and publishing 
it is a big job. But a lot of the Colonel's friends seem to think there's a bigger one 
awaiting him. 


Firms receiving contracts were: Mon- 
arch Rubber Co., Baltimore, Md., 100,- 
000 pairs at six cents; Goodyear Tire & 
Rubber Co., Akron, Ohio, 120,000 pairs 
at seven cents; B. F. Goodrich Co., 
Akron, 140,000 pairs at seven cents; 
Firestone Footwear Co., Boston, 250,- 
000 pairs at seven cents; Barefoot Sole 
Co., Inc., Akron, 250,000 pairs at seven 
cents; Panther-Panco Rubber Co., 
Chelsea, 200,000 pairs at seven cents. 


Fashion Guild Announce Fall Show 


New York—The Shoe Fashion Guild 
of America will hold its Fall opening 
May 18, 19, 20 at the Waldorf-Astoria. 

Twice as much space as was used 
for the Spring showing will be reserved, 
William R. Parrott, executive manager 
of the Shoe Fashion Guild stated, for 
the Fall showing. Each manufacturer 
will have three rooms, a reception room, 
a display room, and a third room where 
buyers can work on the shoes and select 
the styles they want. 


Bids Opened for New Factory 


Waycross, GA.—Bids on a new three- 
story concrete and steel building to be 
used by the shoe factory of Rubin 
Brothers Footwear Inc., was opened 
Thursday, Dec. 12, in Waycross. The 
building will have 50,000 sq. ft. of 
floor space and will be of modern de- 
sign. Approximately 600 people will 
be given employment in the factory, 
after the building is completed. 

I. Rubin, in charge of manufactur- 
ing operations for the company, which 
now has factories in Long Island City, 


N. Y., and Zanesville, Ohio, has been 
in Waycross for several days, making 
final preparations for the launching of 
the big enterprise. Final plans for 
the building have been approved. 


Bata Not To Build in U. S. 


New York, N. Y.—Scare heads in 
the press under a Washington, D. C., 
date line to the effect that the Bata 
Shoe Co. is planning to erect a mam- 
moth shoe factory near Baltimore met 
with a flat denial by officials of the 
company at their New York City office. 
The news story was to the effect that 
T. and A. Bata, shoe manufacturers 
of Zlin, Czechoslovakia, were planning 
to build a shoe factory on a 1400 acre 
tract of land recently purchased in 
Beleamp, Md. 

As a matter of fact, a tract of land 
was purchased at Belcamp, Md., two 
years ago, as reported in BooT AND 
SHOE RECORDER at the time, but the 
company has no intention of building 
on it at the present, according to a 
spokesman at the local Bata branch. 


Block Chain Opens New Branch 


SEATTLE, WASH.—Already one of the 
largest family shoe store operators in 
the Pacific Northwest, with a chain of 
16 stores to his credit, Max H. Block, 
of this city, plans early opening of two 
additional stores, which will give him 
a chain of 18 family shoe shops in the 
states of Washington and Oregon. 

Announcement of his plans to con- 
tinue extension of his chain follows re- 
cent opening of a new store in Yakima. 
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For a Brilliant Slipper 
Season 
[CONTINUED FROM PAGE 36] 


low, open toe sandal in dyeable white 
satin, or black velvet or satin, $13.75.” 

Here are some additional excerpts 
from the copy used in some of the 
smart evening footwear advertisements 
we have seen these past few weeks. 

“You are invited to scintillate in 
footwear that is truly entrancing for 
dancing.” Wetherby-Kayser, Los An- 
geles. 

“Entrancing for Dancing . . . these 
sandals by Laird Schober. Gay bits 
of sparkle and grace to flash at the 
hem of your swirling skirt. Fantasie 
(top) Multi-color brocade sandal shot 
with gold and piped with gold kid. 
Crystale (center) Dyeable white satin 
sandal piped with gold kid. Carnivale 
(bottom) Black crepe sandal spat- 
tered with gold dots, piped with gold 
kid. Exclusive with the Shoe Salon, 
Sixth Floor. $14.75.”—Lord & Tay- 
lor, Fifth Avenue, New York. 

“Satin for brilliant and formal 
nights. Rich’s recommends gold or 
silver kids, black satin or white satin 
for evening, especially the white satin 
with gold or silver trim sketched 
above.” Rich’s, Washington, D. C. 

“Some like them high . . . Some 
like them low . . . We have them both! 
In a brilliant new collection assembled 
for glamorous winter evenings . . . be- 
ginning with the Philharmonic, Thurs- 
day night.”.—John Taylor’s. “Just a 
step ahead on Petticoat Lane.” Kan- 
sas City, Mo. 


William Murray 


MONTREAL, CANADA—William Mur- 
ray, for many years manager of the 
James Patterson Shoe Company, died 
recently at his home, 5893 Durocher 
Avenue, Outremont. An expert in de- 
signing special shoes for deformed and 
crippled feet he earned thanks of many 
people for his work. He was associated 
with the Patterson Company for 15 
years, retiring from business three 
years ago. 

Mr. Murray was born 68 years ago 
in England and was educated in Scot- 
land, coming to Canada when still a 
young man. At one time he was in bus- 
iness for himself and later with the 
Central Shoe Store. 

He is survived by his wife, three 
sons and four daughters. 


_ Florsheim Special Dividends 


CuicaGo—The Florsheim Shoe Co. 
on November 15 declared a special divi- 
dend of 25 cents a share on the Class A 
common stock in addition to the regular 
quarterly payment of 25 cents, and a 
special of 12% cents a share on the 
Class B common, besides the quarterly 
disbursement of 12% cents. The four 
dividends will be distributed on Janu- 
ad 2 to stockholders of record Decem- 

r 14, 


90% LONGER WEAR 
SNUG FIT AT BASE 
BETTER LOOKING 
COSTS NO MORE 


RUBBER 


a 


U.S.PATENT NO.!1,998,988 


PANTHER PANCO. 


CHELSEA, MASS. 
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Children's Footwear 


MRS. DAY’S IDEAL BABY SH@ES 


Flexible Mard Soles. 2-6 
Send for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 
Locust St. Danvers, Mass. 


Shoe Trees 


QUICK PROFIT ITEM - 50: 


SIMPLEX SHOE TREES RETAILER 


SELF ADJUSTING 
A Gentle Squeeze 


Simplex 


co. 


SHOE TREE 


HICA 


U. S. Revises Shoe Order 


Boston, Mass.—Bids advertised by 
the government covering the manufac- 
ture of 740,000 pairs of service shoes 
for emergency conservation workers 
have been altered not only in quan- 
tity, but also in quality. These bids, 
originally scheduled to be opened Dec. 
9, will not now be opened until Dec. 20. 
Time,.given for manufacture has been 
extended from 140 days to 187 days. 

The revised invitation for bids 
covers the manufacture of 500,000 
pairs and includes the following re- 
vised specifications for outersoles: 

“Outersoles shall be 9 irons or 
greater in thickness, cut from the best 
oak or union-tanned leather made from 
green salted hides of best quality, fully 
tanned with the best materials without 
the use of mineral acid. Free mineral 
acid content of all sole leather shall be 
not more than one per cent. No leather 
from bull or buffalo hides will be ac- 
cepted. No soles with brands on the 
forepart or with a light colored streak 
indicating slack tannage will be ac- 
cepted. No hemlock tannage will be 
accepted. No outersoles or innersoles 
with cracky grain will be accepted. No 
soft spots, open grub holes or flesh 
cuts will be accepted except in minor 
degree under the heel. No outersoles 
which have been buffsd or knife- 
trimmed on the grain will be accepted. 

“The commercial grade known as 
‘Number One Scratch’ will be accepted 
provided all soles are of strictly fine 
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Cincinnati's Newest Shoe Salon 


The interior of the new Kipp Bootery in Cincinnati done in a Colonial design and featuring 
the home atmosphere with modern home furnishings. No stock is displayed except an occasional 
shoe at various parts of the room. 


CINCINNATI, OHI0O—One of the new- 
est and most up-to-date “hidden stock” 
shoe salons in the Middle West has re- 
cently been opened in this city by John 
F. Kipp. Mr. Kipp has been associated 
with the McAlpin Company for nearly 
19 years and prior to that he was with 
Potter’s for 13 years. 

The new salon is Colonial in design, 
done in contrasting shades of brown 
and blue. The love seats are of blue 


and rust frieze, the single chairs are 
upholstered in blue leather and the 
drapes are done in a rich shade of 
brown. 

The store front and windows are of 
white metal and with the attractive 
window trim form a definite eye at- 
traction for the passerby. 

At the present time only one popu- 
lar line is carried in the new salon but 
new lines will be stocked soon. 


grade as to fiber and wear service. 
This ‘Number One Scratch’ grade will 
include the acceptance of outersoles, 
9 iron and up, having the different 
kinds of wire scratches all of which 
need not be healed over, also healed- 
over grubs, the grain surface of which 
grubs may be opened, medium fat 
wrinkles ‘not hingey,’ light healed-over 
brands in the shank and minor flesh 
cuts in the shank and under the heel. 
Minor grain cuts and damages, also 
tick marks, and soles with some salt 
stain or rough or wild grain, also will 
be accepted. The intention is to use 
all soles with strictly fine fiber pro- 
vided that their grain appearance is 
not too extremely damaged and the 
wear service of the sole is not im- 
paired. This modificatio of outersole 
specifications is to apply only to soles 
for Emergency Conservation Workers’ 
shoes.” . 


Harry Summers Goes to Hawaii _ 


KENOSHA, Wis.— Harry Summers, 
who for the past 20 years has been 
Western sales manager for the Allen-A 
Company of Kenosha, Wis., is leaving 
San Francisco shortly after the first 
of the year for Honolulu. He will have 
complete charge of the Allen-A Com- 
pany’s business and office in the 
Hawaiian Islands. 

For several years past, Mr. Summers 


has been making frequent trips to 
Hawaii in the interests of the Allen-A 
Company, and he has been successful 
in developing a very satisfactory 
volume of business. 

Retail merchants of this vicinity, 
and of the entire Western district, will 
be interested to know of Mr. Summers’ 
future plans, for he has scores of 
friends of years standing among the 
trade. 

Mrs. Summers will accompany her 
husband to Hawaii early in January. 

Mr. E. O. Hand, who has been asso- 
ciated with the Allen-A Company for 
the past eight years at their main of- 
fices in Kenosha, will succeed Mr. Sum- 
mers as Western district sales manager. 
His headquarters will be at the com- 
pany’s local offices at 526 Mission 
Street. 


No Saturation Yet 


LyNN, Mass.—Women’s shoes were 
made to the number of 125,000,000 
pairs during the first ten months of 
1935, according to the U. S. Depart- 
ment of Commerce, the gain beirg 
about 6,000,000 pairs over the output 
for the like period of 1934, and a gain 
like that seems to shatter the notion, 
entertained here last Spring that the 
saturation point for women’s shoes hi: 
been reached. 
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Men's Shoes 


What's New 
New Nail Grip for Rubber Heels 


AKRON, OHI0—Strengthening the en- 
tire shoe by a new heel principle is the 
claim of B. F. Goodrich Company of 
Akron, Ohio. 

In the “Vogue” heel, as the new heel 
is named, the usual series of steel 
washers is replaced by a thin core of 
cross laminated plywood which acts as 
the nail holding element. The heel may 
be double or single-nailed and the nails 
are held rigidly by the core, making 
the whole attaching job tighter. The 
rigid core does not spring back when 
the pressure of the heeling machine is 
removed but is nailed securely to the 
base and shoe while still under com- 
pression thus tightening permanently 
the whole heel seat of the shoe—heel, 
base, outsole and insole. 

The reinforcing core keeps the heel 
from wobbling or squashing under the 
step and prevents distortion of the shoe 
counter. It serves to support the shank 
and arch, and eliminates some of the 
“dropping” of the shank with wear. 

The Vogue has no creeping action 
on the heel base during wear. This 
prevents entrance of dirt and water 
between heel and base, eliminating the 
necessity of a new base at the time the 
rubber heel is replaced. 


Sandals Made to Order 


M1AMI, FLa.—Giles Shoe Shop, in 
Seybold Arcade, has developed a good 
sales volume by furnishing made-to- 
order tropical sandals. They will repro- 
duce any type or style sandal in any 
material or color combination desired. 
One of their biggest lines is sandals 
made of snakeskin, particularly of 
skins brought in by their customers. 
These reptile sandals are beautiful and 
there seems to be some sort of senti- 
ment attached to a pair that is made 
from a skin worn by a snake that got 
in the way of the executor. 


Designs New Square Toe Sabot 


New York—-Emil Garofalo has cre- 
ated a new square toe, square heel 
D’Orsay sabot with a wide ankle band 
made adjustable by concealed lastex at 
the shank. 


EMIL GAROFALO 


This creation is the result of a long 
life of shoemaking, for he has been 
manufacturing Goodyear turns and 
bench-made turns for the past sixteen 
years in Brooklyn. 

He puts his new creation on the 
pedestal of fashion for Spring. 


Gregory & Read Hold 


Dinner Meeting 


LyNN, Mass.—The Gregory & Read 
Mutual Benefit Association had their 
14th annual meeting and dinner last 
week with about 700 attending. 

John H. Harriss, sales manager, the 
after dinner speaker, said that orders 
on hand are four times greater than a 
year ago this time, and that the ex- 
pectation is that the factory will run 
to capacity from now until next March. 


Plan New Broadway Boot Shop 


PORTLAND, ORE. — The newest of 
Pacific Coast shoe shops is to open early 
in the Spring in this city. Allowing 
plenty of time for embodying a wealth 
of ideas and latest merchandising meth- 
ods and facilities in his new shop, 
Benny B. Bloom, proprietor of the 
Broadway Boot Shop of this city, will 
epen this new shoe store about March 
1, having just taken the two spacious 
floors at 803 Suthwest Morrison Street. 
The second floor will be devoted exclu- 
sively to shoes for women and men, 
while the downstairs store will be re- 
served for popular priced footwear in 
the family field. A new facade and en- 
trance will be installed. 


ANIAN 


TRADE MARK REGISTERED 


The wearer's foot makes a 
permanent impression on a 
Van Tan Innersole. Van 
Tan's superior comfort makes 
a permanent impression on 
the wearer's mind. A satis- 
fied customer makes a per- 
manent business for you. 


Good reasons why you 
should specify Van Tan Inner- 
soles on all orders. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 


Mr. Bloom will make a trip through- 
out the nation between now and the 
opening of his new store in order to 
inspect all manner of store fronts and 
shoe shops and incorporate the best 
ideas in his own store, which will be 
entirely air-conditioned. He has also 
announced that Russell Parlier is to 
have charge of the novelty department, 
and S. B. Bradley has been placed in 
charge of the corrective department, 
two important divisions of the new 
store. 


Pioneer Shoe Merchant 


LA Porte City, Ilowa—Fred Halb- 
fass is a pioneer shoe merchant of La 
Porte City, having been actively en- 
gaged in the shoe business there for 
over 52 years. When Mr. Halbfass first 
started in business he made boots to 
erder. Nailed boots at that time sold 
for $7.50 and sewn boots for $10.00. 

Mr. Halbfass is now over 80 years 
of age and is still active in his busi- 
ness. 


M. Denker New Manager 


ASHEVILLE, N. C.—M. Denker, who 
for twelve years was connected with I. 
Miller & Sons, Inc., two years in charge 
of their Palm Beach Shop and three 
years in charge of the I. Miller shop 
in Ragenstein’s in Atlanta, Ga., has 
taken charge of the Bon Marche shoe 
department here in Asheville. 
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BLACK CALF 
PAT. LEATHER 


Wemen's 
A-B-C 242-8 
$1.55 


Misses’ 
A-B-C 
$1.45 


— Owens SHOECO. — 


—— 28 Goodhue St., Salem, Mass. 


TAP SLIPPERS 
IN STOCK 


Patest er 
‘Hand TURNED 
With attached 


House Shoe) $1.00 


Phila, Pa. 


TAP DANCING THEO SLIPPER 
PATENT LEATHER 
1905—Childs’, 
1114/8, 


1307—-Grewing Girls’, 
34/8 


BLOG SHOE CO., INC. 
147 Duane St. New York City 


New Shoe Department Opened 


BIRMINGHAM — Simultaneously with 
the dedication of the new $1,250,000 
home of Loveman, Joseph and Loeb, 
the shoe department announced that 
Laird & Schober shoes were returning 
to the store after an absence of several 
years. 

The store’s shoe department is lo- 
cated on the second floor of the new 
building. With ample floor space to 
avoid crowding, fittings are made in 
leather-covered colonial style chairs. 
Surrounding the department are bril- 
liantly lighted cases, affording an op- 
portunity to display shoes spectacu- 
larly. All of the woodwork on the cases 
and panelling of columns is made of 
French walnut, while the interiors are 
of primavera. With bright lights il- 
luminating the primavera the yellow 
makes the shoes stand out. 

The opening of the department was 
announced with one of the largest shoe 
advertisements in many years in Birm- 
ingham. A double page spread was 
used in two Birmingham papers. 


Travelers Hold Election Meeting 


Des MoINnEs, Iowa—O. R. Blechinger, 
president of the Iowa National Shoe 
Travelers’ Association, called a special 
meeting for December 14 at the Hotel 
Fort Des Moines. The purpose of the 


O. R. BLECHINGER 


meeting was to elect the officers of the 
association for 1936 and also to appoint 
delegates to attend the National Shoe 
Travelers’ Convention and the 25th 
Silver Anniversary which will be held 
in Chicago, January 3, 4 and 5. 


Travelers Entertain Old Timers 


Boston, Mass.—Charter members of 
the Boston Shoe Travelers’ Association, 
and old-timers generally, were guests 
of that association at a dinner get- 
together in the Hotel Essex here during 
the evening of Nov. 25. The charter 
members now living (the association 
was organized in 1901 with a member- 
ship of 51) include only eight men— 
E. J. Andrews, George Gregory, T. A. 
Delany, H. E. Lynch, J. M. Meggett, 
William Noll, F. W. Stanton, and A. W. 
Gage, an honorary member. Of these 
eight, only Messrs. Delany, Lynch, 
Meggett and Noll were able to attend. 

Community singing, led by “Bert” 
Wetmore, was followed by an interest- 
ing talk by Oran McCormick, publisher 
of Modern Shoemaking, which he il- 
lustrated, first by motion pictures taken 
during the July Boston show outings 
of 1934 and 1935 and then by slide 
reproductions of photographs taken 
during his younger days in the shoe 
business. The talk ended with a show- 
ing of photographs taken while on a 
trip around the world. 

The meeting, attended by an un- 
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usually large number of members and 
guests, was presided over by President 
George McIntire. 


W. N. Comer Takes 


St. Louis Line 


St. Louis.—Gus Berglund, sales man- 
ager of United Shoe Manufacturing 
Company, St. Louis, announces the ad- 
dition of W. N. Comer to his sales force. 
Mr. Comer was formerly with Crad- 
dock-Terry. He is covering Minnesota, 
Iowa, Wisconsin, North and South 
Dakota with the United line. 

The United salesmen recently went 
into their respective territories with 
the new Spring samples. A very satis- 
factory booking of Spring business is 
being reported at headquarters. 

Following is a list of the United 
salesmen and their territories: Morris 
Rosen — Tennessee, Mississippi, Ala- 
bama, Georgia, Florida; A. R. Martin 
—New York, Ohio; H. W. Schueler— 
Pennsylvania, Ohio; G. A. Price—II- 
linois, Indiana, Michigan; W. N. Comer 
—Minnesota, Iowa, Wisconsin, S. Da- 
kota, N. Dakota; K. L. Barton—Mis- 
souri, Oklahoma, Kansas, Nebraska, 
Colorado; J. M. King—Texas, Arkan- 
sas, Louisiana; H. O. Peyton—Cali- 
fornia, Washington, Oregon; J. F. 
Burns—Virginia, S. Carolina, N. Caro- 
lina, District of Columbia. 


Southern Salesmen Plan Banquet 


Boston, Mass.—The Southern Shoe 
Salesmen’s Association, one of the old- 
est and best known organizations in the 
industry, this year is celebrating its 
forty-fifth birthday. Plans for an 
elaborate dinner, to be held in the 
Hotel Westminster the evening of De- 
cember 27, already are under way and 
details will be sent to the membership 
soon. The annual meeting of the as- 
sociation was held December 28 and 
resulted in the election of the following 
officers for the year 1936: 

President, Frank M. Colburn; vice- 
president, George L. Starks, and secre- 
tary-treasurer, Fred W. Stanton. 


Johansen Sales Staff Changes 


Sr. Louts—Harry Johansen, Jr., who 
has been advertising manager for the 
Johansen Bros. Shoe Co. of St. Louis, 
for the past several years, has taken 
over the southeast territory and is now 
on the road with the Spring line. He 
is replacing Nathan Marlow, who re- 
signed. Harry Johansen, Sr., is now 
handling the advertising. 

John L. Johansen succeeds Leonard 
Rogers in the Nebraska, Kansas, Colo- 
rado, New Mexico and Wyoming ter- 
ritory, and Mr. Rogers is now travel- 
ing in Ohio, Michigan and western New 
York and Pennsylvania. 
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to his requirements. ... 


Advertising Ideas 


Merchandising Ideas 
Employer-Employee Ideas 


Ideas to Attract Children 


Anniversary Sale Ideas 

Spring and Summer Ideas 
oting Contest Ideas 

Mailing List Ideas 

Dollar Day Ideas 

Mother’s Day Ideas 

Hosiery Ideas 


2222 ideas, seven 


39 Chapters 
337 Pages 


$3: 


PAID 
Please re- 
mit with 
order 


239 West 39th Street 


QUICK HELP FOR 
SHOE RETAILERS 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
“rock bottom” facts. ... It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all ‘‘meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 


Prize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 


Ideas That Make Stores More Attractive 
Ideas That Attracted Chris 
Ideas for Merchants Who Get Together 


tmas Crowds 


Cash, Credit and Collection Ideas 


‘or a cent; one used 
more than pays for the book 
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New York, N. Y. 


mercially 


BELLEVUE STRATFORD 


CLAUDE H. BENNETT, General Manager 


In the heart of 
Philadelphia... 


socially, com- 


New York: 11 W. 42nd St. 


and 


geographically. 


Rates begin at 
$3.50 


Booking Offices 


Longacre 5-4500 


Pittsburgh: Standard Life Bldg. 


Court 1488 


Get Your Figures 
Started Early 


[CONTINUED FROM PAGE 19] 


Enumerators will start Jan. 2, 1936. 
The enormity of such an undertaking 
and the need for speed to assure time- 
liness requires a carefully organized 
army, larger than our regular army at 
the time of the sinking of the Maine. 
This army, already being mobilized 
and trained, is bent on constructive 
rather than destructive operations. 
Its objectives are the creation of new 
wealth rather than the destruction of 
existing wealth, and elevation of liv- 
ing standards rather than the im- 
position of misery. 

The purpose of the census is to pro- 
vide a statistical measurement of vari- 
ous fields of business, other than pro- 
duction. It will provide complete and 
basic data for the extensive field of 
business not included in the compara- 
tively limited fields of maufacturing 
and distribution embraced in existing 
census statistics, or otherwise obtain- 
able. It is a continuation and enlarge- 
ment of both the Census of Distribu- 
tio for 1929 and the Census of Amer- 
ian Business in 1933. 

Whereas the first census was limited 
Primarily to the distribution field, and 
the second was limited to distribution, 
service businesses, amusement enter- 
prises and hotels, the 1935 Census of 


Business will cover the following 
fields: 

Retail trade. 

Wholesale trade. 

Insurance (carriers and agents). 

Real estate (agents and brokers). 

Construction. 

Banking, finance. 

Business services. 

Broadcasting. 

Advertising agencies. 

Hotels. 

Amusements. 

Distribution of manufacturers’ sales 
(channels of primary distribution). 

Trucking, warehousing. 

Bus transportation. 

Operation of non-residential build- 
ings. 

With the broader field covered this 
year, the bureau will be better able to 
supply business men with the answer 
to the question of how many concerns 
there are in business, the total volume 
of business done in this country an- 
nually, and the total payrolls and em- 
ployment in the various lines of busi- 
ness endeavor. 


The rapid changes in our economic 
structure have made it necessary that 
more complete and recent data be made 
available concerning the activities of 
American business. By comparing the 
statistical facts for 1935 with those for 
1929 and 1933, a valuable three-point 
curve can be established for guidance 
in future planning. 


Such a census as the one now under 
way could not be more timely. It 
is being taken at the behest of busi- 
ness men and for business purposes, 
rather than for governmental reasons. 


We, in the Census Bureau, have 
kept this fact uppermost in our minds 
in planning the collection and tabula- 
tion of the material to be gathered. As 
in all marketing research, this Census 
has as its objective the collection, 
organization, and recording of essen- 
tial facts in such form that definite 
and logical conclusions may be drawn 
and applied to the solution of indi- 
vidual business problems. 

In planning the Census we have con- 
ferred with business leaders on every 
phase of the undertaking. We have 
called in business leaders for confer- 
ences on the scope, form, and possi- 
bilities of increasing the usefulness to 
them of our reports. There is always 
a need for improvement in statistical 
arrays. We, in the Census Bureau, 
want our tabulations to be made as 
flexible and applicable as possible, in 
order to increase their utility. 


Back in Shoe Business 


CLEVELAND, OHI0O—Forty years ago, 
Joseph Zak started in the shoe business 
in Cleveland, and after an absence 
from the business of eight years, he has 
again opened a family shoe store at 
3830 W. 25th Street. With Mr. Zak 
are his two sons, Edwin and Robert. 
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Cooperative Campaigns Aid 


Christmas Business in Shoe Stores 


MILWAUKEE, Wis.—Cooperative cam- 
paigns by shoe dealers in towns cater- 
ing to Wisconsin’s rural population 
have proven successful sales stimula- 
tors at a time when shoes and acces- 
sories make popular Christmas gifts. 
With the annual gross value of farm 
products in Wisconsin well over $4,- 
000,000,000, these merchants have a 
real market at which to aim their ad- 
vertising. 

A typical example of promotion en- 
gaged in, which resulted in increased 
holiday trade over the previous year, 
is that staged last December by more 
than 50 Whitewater merchants includ- 
ing Hill’s Brown-Bilt shoe store, and 
the McGraw shoe store. 

On two successive Saturdays pre- 
ceding Christmas, the merchants ar- 
ranged for free movies at the local 
theatre for the children. A morning 
performance was held for those from 
Whitewater and an afternoon show for 
the rural kiddies. At each, Santa 
Claus greeted the children with boxes 
of Cracker Jack. Firemen served as 
ushers at the shows which attracted 
hundreds of kiddies, many of whom 
were brought to the business district 
by their parents. 

A campaign along similar lines was 
the Hartland Round-Up staged in that 
village of approximately 1000 people. 
Merchants gave tickets with every pur- 
chase of 25 cents or cash paid on ac- 
count which entitled the fortunate 
holders to merchandise prizes. Draw- 
ings were held in the village square 


three times during the 10-day period 
before Christmas, while on the after- 
noon of Dec. 22, Santa Claus visited 
the community hall with surprises for 
the kiddies. A free dance was held 
on the same evening through the cour- 
tesy of the merchants, including I. 
Jacobs, shoe dealer. 

West Racine merchants executed a 
similar campaign with three daily 
awards and a grand prize award on 
Dec. 24. Persons making purchases 
of 25 cents or more were eligible to 
receive tickets for the wards. F. A. 


Hilker, H. C. Nelson, shoe dealers, and . 


the Nelsen Shoe store cooperated. 

In Tomah, with a population of about 
3000, a Santa Claus party for children 
attracted over 1200. They were treated 
to sacks of candy and nuts on Satur- 
day afternoon. Merchants were so well 
pleased with the results that they pro- 
moted another for the following after- 
noon for adults at which 200 free gift 
coupons were scattered by Santa from 
the roof of one of the city’s buildings. 
Participants in this campaign included 
the Peter Johnson Shoe Co. 

Value of farm property in Wiscon- 
sin is estimated at over $2,000,000,000 
with annual retail shoe sales approxi- 
mately $20,000,000. That the mer- 
chants catering to the rural communi- 
ties have been successful in bringing 
the farmer’s business to their stores 
through this type of holiday promotion 
is indicated by the fact that the major- 
ity of them reported improved Christ- 
mas sales in 1935. 


Department Store Sales 


Off in November 


NEw YorK — The December 1 
Monthly Review of Credit and Business 
Conditions by the Federal Reserve 
Agent at New York contains the fol- 
lowing report on department store 
trade: 

“For the first half of November, 
sales of the reporting department 
stores in the metropolitan area of 
New York did not show the seasonal 
increase which usually occurs in No- 
vember, and were 4.7 per cent below 
sales in the corresponding period a year 
ago. Reporting stores in New York 
and Brooklyn showed a 5 per cent de- 
crease in sales, while the northern New 
Jersey stores reported a decline of 
2.8 per cent. 

“Following a substantial increase in 
September, total October sales of the 
reporting department stores in this dis- 
trict were 0.6 per cent below a year 
ago, less than the usual seasonal ex- 
pansion from September to October 
having occurred. The New York, Buf- 
falo, northern New York State, south- 
ern New York State, and the Capital 
District department stores reported 


sales lower than last year, following 
increases in September, while the Roch- 
ester, Syracuse, northern New Jersey, 
Bridgeport, and Westchester and Stam- 
ford stores showed larger sales, al- 
though the increases were smaller than 
in the previous month. Stores in the 
Hudson River Valley District, on the 
other hand, registered a moderate ad- 
vance in sales in October, compared 
with a slight recession in the previous 
month. Sales of the leading apparel 
stores in this district were 6.7 per cent 
higher than last year, the smallest in- 
crease in four months. 

“Department store stocks of mer- 
chandise were 3 per cent above last 
year, the first increase in over a year, 
due largely to increases in apparel de- 
partments where sales were retarded 
by unseasonably warm weather, and 
apparel store stocks continued larger 
than a year previous. Collections con- 
tinued to be better than a year ago.” 

The report on chain store business 
for October in this Federal Reserve 
District showed an increase of 8.1 per 
cent, as compared with October of last 
year, although the number of stores 
was .2 per cent less. 
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Shoe Buyer's Week Announced 


INDIANAPOLIS, IND.—The “Thirteenth 
Annual Indiana Shoe Buyer’s Week,” 
conducted by the Indiana Shoe Travel- 
er’s Association, has been announced 
for January 26, 27 and 28, in the Clay- 
pool Hotel, by Charles I. Slipher, presi- 
dent of the organization. 

There will be three days of real 
Hoosier hospitality, with special fea- 
tures daily, and one hundred exhibits 
of America’s outstanding lines of foot- 
wear. 

Special entertainment for the ladies 
will be provided, the regular Stag 
Party Monday night, and an entertain- 
ment for all the “Old Timers.” Special 
guests consisting of men who have 
risen from the ranks, native sons of 
Indiana, are invited. Among these are 
outstanding men in the shoe industry. 
Arthur Fletcher, International Shoe 
Mfg. Co., St. Louis, Mo.; Walter L. 
Dickerson, W. L. Dickerson Shoe Mfg. 
Co., Columbus, Ohio; Charles Feltman, 
of the Feltman Curme Co., Chicago; 
Max Geddes, president of the Shoe 
Manufacturers Association, Boston, 
Mass.; Charles Ault, Auburn, Me., and 
Harry Fitts, Portland, Ore., Wemberg 
Shoe Co. 

The committees for 'the affair are as 
follows: Convention Registration, A. 
F. McCord, Indianapolis; Publicity 
Committee, E. C. Smeltzer; Signs & 
Decorations, C. E. Grossman; Indoor 
Sports, W. E. Ratcliff, George Sen- 
hauser and George Sandberg. Enter- 
tainment Committee, G. L. Tory, Indi- 
anapolis; Fred Naegele, Indianapolis. 
Reception Committee, F. M. Brown, 
Chairman, Indianapolis; George Moore, 
Spencer, Ind.; A. P. Jones, Mt. Sterling, 
Ky.; Leo O. Herschmann, Tipton, Ind.; 
Phil Murkland, Beloit, Wis.; Paul 
Eppinghouse, Wabash, Ind.; Dusty 
Rhoades, Columbus, Ohio; M. T. King, 
South Bend, Ind.; Jack Adams, Leb- 
anon, Ind.; C. H. Crowder, Indianapolis, 
and E. C. Smeltzer, secretary. 

There will be no meetings or discus- 
sions to interrupt buyers or detract 
their attention from the outstanding 
lines of footwear. Four floors of the 
Claypool hotel have been reserved for 
the display of shoes and accessories. 


Heywood Acquires Hurley 


Franchise 


WORCESTER, Mass.— The Heywood 
Boot & Shoe Co. of Worcester has an- 
nounced that it has received from the 
Hurley Shoe Co. of Rockland, the ex- 
clusive franchise to manufacture men’s 
shoes on the Hurley lasts and patterns. 
This franchise also includes the use of 
the “Gripsem” arch. 

Customers of the Hurley Shoe ©o. 
have been notified that John J. and 
Will Hurley, who developed the arch 
feature, will cooperate with the [fley- 
wood organization in producing the 
Hurley shoes. The two firms, it is 
pointed out, total more than a ceniury 
of shoemaking experience on quility 
products. 
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Along comes the smart, 
new square-toe shoe and 


again Celastic faithfully 
preserves the artful work 
of the designer. 
& THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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WANT 


A ‘DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


SALESMEN WANTED 


SALESMEN WANTED 
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1935 


BUSINESS OPPORTUNITY 


MEN’S SHOE SALESMEN TO 
CARRY LINE OF 
BOYS’ SHOES: 


Extension of our manufacturing facili- 
ties brings a complete in-stock service 
on a superb line of boys’ shoes to re- 
tail at $4 and $5. Powerful advertis- 
ing and merchandising program should 
simplify selling. All territories outside 
New York, New Jersey, Connecticut 
available. Only successful men’s shoe 
salesmen wanted—men who can in- 
crease their incomes _ substantially 
with this outstanding boys’ shoe propo- 
sition. Write to Herbert Posner, Dr. 
A. Posner, Shoes, Inc., 140 West Broad- 
way, New York City. 


A reputable Chicago shoe manufac- 
turer, making a medium-priced line 
of women’s conservative novelties, 
and also a very good line of Arch 
Support shoes, carried in-stock as 
well as make-up, has an opening for 
an experienced salesman for New 
York territory. There is no draw- 
ing account, but to the man who will 
diligently apply himself, an excellent 
connection and substantial income 
are assured. Salesman with Depart- 
ment Store and individual store con- 
nections preferred. 
Address E-522, care 
BOOT & SHOE RECORDER 
209 South State Street 
Chicago, 


ATTENTION 


Rare Opportunity 


resentatives, capable 
million dollar sales yearly, is desir 


turer. Prepared to invest capital 
necessary. 
Address E-527, care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 


SHOE MANUFACTURERS 


One of America’s outstanding shoe rep- 
of producing 


ous 


of associating with reputable manufac- 


if 


We offer 200 accounts to a good sales- 
man in Georgia and Alabama. Straight 


commission. Other territories open: 
New York State, Pennsylvania, IIli- 
nois, Wisconsin, Iowa and Nebraska. 


THE GEO. N. COHEN CO. 
Slippers and Beach Sandals always at less 


81 Reade St. New York City 


SALESMAN—with established following also 

general line experience, Men’s, Women’s, 
Children’s shoes for following territories: 
Western Ohio, North Eastern Illinois, South 
Eastern—North Eastern—also Northern Indiana. 
West Tennessee—Southern Michigan—North 
West Nebraska—North Eastern Nebraska—Cen- 
tral Louisiana—North West Pennsylvania—Cen- 
tral Kentucky—North East North Carolina. Onl 
successful men now working territories desired. 
Do not waste = time unless you have all 
necessary qualifications. Address E-514, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


NATIONALLY known manufacturer building 

sales organization to market outstanding new 

Shoe Polish. Full time or side line. Commis- 

sion. All territories open but New York metro- 
litan. 5136 Lancaster Avenue, Philadelphia, 
enna. 


HELP WANTED 


SHOE SALESMEN, experienced on women’s 
Corrective and semi-Corrective high-grade 
shoes; commission basis. Metropolitan district, 
Middle West and Southern States. References 
to pany application. Only those experi- 
enced on Corrective shoes apply. Address E-521, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


Address E-523, care Boot & Sh 
West 39th Street, New York, N. Y. 


SUPERVISORS FOR RETAIL SHOE 
STORES — Thoroughly experienced retail 
shoe men with sufficient executive ability to 
supervise stores—not a swivel-chair job, but 
requires hard work plus brains and travel. 
Give full details in first letter—why you feel 
you can qualify. State salary willing to start. 
oe Recorder, 239 


territories. A; IOWA and 
NEBRASKA; WISCONSIN; WASHINGTON 
and OREGON now open. acancies in one or 
two other desirable territories may develop. If 
you are interested in selling a fast-styled, fast- 
selling In Stock line of Ladies’ Novelty Foot- 
wear offering a permanent and profitable con- 
nection, write giving road selling experience and 
age. Shu-Stiles, 1214 Washington Ave., St. 
Louis, Mo. 


Now considering applications for several 
good ORGI 


WANTED: Excellent opportunity for salesmen 
to represent a prominent manufacturer of 
Women’s popular priced Slippers and Shoes. 
Only those with substantial following in the 
West need apply. P. O. Box M—South Nor- 


walk, Conn. 


ALESMEN Wanted to sell White Nurses 
Shoes with Flexible Soles to Department and 
Chain Stores on commission. Only 4 Samples. 
Morning Glory Slipper Co., Campello, Mass. 


WANTED: Salesmen to carry Line Infants’ 
Prewelts and Men’s Beach Sandals. Com- 
Kepner-Scott Shoe Co., 


mission basis. The 
Orwigsburg, Pa. 


MANUFACTURER with fifty years’ experi- 
ence wants shoe salesmen ‘to introduce new 


ic arch support. Protected terri- 


rth 
ates rite Hunter, 86 Ellicott St., Buffalo, 


tories, 


FOR LEASE 


pany, Chattanooga. 


FOR LEASE—OUR SHOE DEPARTMENT. 
Write for particulars. Chas. Rosenthal Com- 


POSITION WANTED 


WANTED TO PURCHASE 


EXPERIENCED SHOE SALESMAN, mar- 
ried, now employed, desires connection with 
reliable shoe concern featuring women’s novelty 
shoes. Sales over last five-year period aver- 
aged 100,000, in a territory covering Mary- 
land, Delaware and Virginia. Can furnish the 
finest references, including that from_ present 
employer. Address E-525, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


SHOE STORE WANTED. Buyer desires 


established shoe store with stock. Will lease 


remises. Address E-515, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 


tion, desires change. 
where. 


Pittsburgh, Pa. 


YOUNG MAN, experienced in shoes, window 
trimming, buying, now employed in Middle 
West as assistant manager with chain organiza- 
arried. Will go any- 
Care of Davis, 939 Greenfield Ave., 


mum charge 7. 
address should be counted. 


When a box number is desired twelve 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
5 cents. For all other classified advertisements the rate is 7 cents per word. 


Mini- 
Minimum charge, $1.25. 
words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. . Riad 
EF Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Ge 
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POSITION WANTED 


MERCHANTS NEEDS 


POSITION WANTED 


in making welts, Mckays and Compos. 


COMPO SPECIALIST 


Reliable manufacturer, who will appreciate services of first-class lasting room 
foreman, a man who has a fine record as a Compo Specialist and who can 
produce real results in getting out quality shoes, as well as keeping up produc- 
tion, should get in touch with the undersigned. Have had 20 years’ experience 


making women’s Compos. Will take charge from lasters to sole layers. Will go 
anywhere. Previous employers will give first-class r dations. Is thor- 
oughly familiar with factory operations in both the Eastern and Western factories. 


ADDRESS E-528, CARE BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 


Now employed in New York District 


HIGH-GRADE SALESMAN, with a large es- 
tablished following in Maryland, Virginia 
and Delaware, is open for connection with 
reputable firm that can handle good volume busi- 
ness. Address E-526, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


YOUNG MAN—31 years old, married, 14 
years’ experience in shoe business as expert 
in packing, shipping, receiving, stock managing, 
floor selling, return goods credit managing, 
sales managing, outside selling, credit, collec- 
tions and buying. Has connections with Resi- 
dent buying offices and can manage retail store 
or shoe department or buy for independent or 
chain stores. Also a Notary Public. Will ac- 
cept a line to sell on drawing account or any 
of above positions. Has a thorough knowledge 
of whole shoe business, best of references and 
only asks a fair salary. Address E-520, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


SHOE Salesman, experience 15 years’ selling 
Ladies’, Men’s and Children’s. Expert fitter, 
can trim windows, write cards, will consider any 
reasonable offer. Al references. Will go any- 
where. Maurice M. Finker, 600 West 164th St., 
Apt. 54, N. Y. C. 


FOR SALE 


LADIES’ UP-TO-DATE SHOE DEPART- 
MENT in women’s dress shop in Watertown, 
N. Y. Address E-529, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


AYING SHOE STORE, 25 miles from Man- 

hattan. Price, $2,000. Address E-524, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


Lindstrom Appointed Buyer 


BAKERSFIELD, CALIF.—Bill Healy, 
widely known southern California shoe 
buyer, has resigned as manager of the 
first floor shoe department in Weill’s 
Department Store, Inc. He has gone 
into the automobile business. N. A. 
Lindstrom, who for five years man- 
aged the basement department, has 
been appointed buyer for all shoe de- 
partments in the store. 


Acquires Brother's Store Interest 


Tart, CaLir.—H. T. Richards, who, 
with his brother, has for some years 
operated the Louvre Boot Shops here 
and at Bakersfield, has purchased his 
brother’s interests here and in the fu- 
ture will operate the local store under 
the name of Richard’s Bootery. His 
brother will operate the store at Ba- 
kersfield. The location here is 421 Cen- 
ter Street. Business is good, a 30 per 
cent increase over last year so far being 
registered. 


WANTED TO PURCHASE 


Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New Yerk 
Phone WOrth 2-5377 and 5378 


WE BUY 

Entire or Soni Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 


CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 
BARIS SHOE COMPANY, Ine. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 


Buyers of Surplus Stocks 


We will buy surplus stocks of shoes from man- 
ufacturers, jobbers or retailers. 


SUITABLE FOR EXPORT 
QUOTE LOWEST PRICES 


F. G. KAUBISCH 


273 PURDY ST. BUFFALO, N. Y. 


INCREASE 
YOUR SALES 
33% 
WITH 


SCIENTIFIC 
SHOE FITTING 


THE BRANNOCK DEVICE 


Builds Sales - Saves Time - Simple - Accurate 
Arch Length - Toe Length - Width - ALL at once. 
“‘We have found the Brannock to be positively out- 
standing in correct fitting to any of the other 
devices that we have ever used.’’ 


J. N, Adam & Co., Buffalo, N. Y. 


Hundreds of dealers are increasing sales and build- 
ing a reputation for expert fitting with the Brannock. 


Write for Descriptive Folder 


and list of shoe factories offering Brannock Devices 
at special cooperative price. 


THE BRANNOCK DEVICE CO. 
SYRACUSE, N. Y. 


MONEY 
IN FOOT CORRECTION! 


A “‘Technopedic System of Foot Correction"’ 
office or department will make money for you. 
successful offices throughout the coun- 
ry. Tech 3 


p P equip- 
ment, home study course and diplema on com- 
pletion at low cost. Easy terms. Write. 
TECHNOPEDIC INSTITUTE 
665 BROAD STREET NEWARK, N. J. 


To Open New Branch 


SALT LAKE CiTy, UTAH—“When we 
report that business is plenty good we 
are not exaggerating,” declares Harold 
Hudson, manager of the Thom McAn 
shoe store at 122 South Main Street. 
“December 15 will mark the opening 
of a second Thom McAn shoe store, 
the location to be in the front of the 
Keith Emporium Building. Inlaid con- 
goleum rugs will run the entire length 
of the floor and the store will have a 
21 ft. front and 175 ft. depth.” 

Roy Freeman, assistant manager of 
the present store, will become manager 
at the 122 South Main Street store 
and Mr. Hudson will manage the new 
store. According to the latter two more 
men will be added to the force. 


Protect Your Home 
from Tuberculosis 


Buy 
CHRISTMAS SEALS 
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To 
dvertisers In This Issue 


New Shop in Shoe Row 


Detroit—Shoe Comfort, Inc., has 
opened a shop at 1265 Griswold Street, 
incorporating the organization and 
moving into enlarged quarters from 
234 State Street, where they were lo- 
cated for a few months experimentally. 
Mrs. Florence B. Weinstein and Miss 
Doris K. Scott are the owners of the 
company, with E. J. Webb as store 
manager. Webb has been in the De- 
troit shoe business for twenty-one 
years, formerly with the Valpey Shoe 
Company, R. H. Fyfe and Company 
and Arthur Burns Shoe Store. 

The new store is devoted primarily 
to orthopedic shoe work, servicing 
customers with two Shoe Conformer 
machines. In addition, they carry a line 
of Marshalaise Shoes. 

The addition of Shoe Comfort, Inc., 
to Griswold Street gives the street five 
shoe stores, practically in a row, and 
restores the old title of Shoe Row, being 
just across the street from wholesale 
shoe headquarters. 


Detroit Store Reopened 


Detroit—The Cannon Shoe Com- 
pany store, at 1830 Monroe Avenue, has 
been remodelled and reopened as the 
Roy Logan Shoe Store, under the 
management of John Cunningham, 
with Roy Link as assistant. A single 
price policy of shoes at $2.50 has been 
established. The store is located in a 
former theater building and has un- 
usually ornate decorations as a result. 

The front windows have been recon- 
structed, and a side entrance has re- 
placed the center, giving a single large 
window, instead of the two former 
small windows there. A Macarty type 
front has been installed, of pressed 
wood, with enamel finish in red and 
white. 

Plans are under consideration for 
changing two other stores of the Can- 
non Shoe Company in this territory to 


Roy Logan stores. 


Charles W. Conaway 
Visits Hot Springs 

New Yorx—Charles W. Conaway, 
president of Shoe Fashion Research 
and Studio Adolph, New York City, is 
spending a two weeks’ vacation at Hot 
Springs, Virginia.. Shortly after his 
return to New York, Mr. Conaway ex- 
pects to make a swing around the 
middle-western circuit of shoe manu- 
facturers with a presentation of new 
shoe designs. 


BOOTS AND SHOES 


BROOKS ‘SHOE MFG. CO., Philadelphia, 4 
CAMBRIDGE RUBBER CO., Cambridge, 7 
CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis... 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, 45 
GOODRICH, B. F., Footwear Div., Watertown, Mass................0.020 008 Front Cover 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind..................... 10 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, 44 
ROBERTS, JOHNSON & RAND, St. Louis, Mo..... 2 


LEATHER AND OTHER MATERIALS 


GOODYEAR TIRE:@ RUBBER CO., Akron) 23 
HUBSCHMAN, E., & SONS, Philadelphia, 2nd Cover 
KISTEER LEATHER COMPANY, Boston, Mass... 27 
LIMA CORD SGLE & HEEL CO... Lima, 3rd Cover 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


SPAULDING FIBRE CO., No. Rochester, N. H.. 3 

UNITED LAST GOMPANYT; Boston, Mass... .... 34, 35 

UNITED SHOE MACHINERY CORP., Boston, 6, 49 
HOSIERY 

SCHUYLKILL VALLEY MILES, INC., New York 25 


SHOE ACCESSORIES 


STORE EQUIPMENT 
GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich.................2005 29 
MISCELLANEOUS 

AMERICAN TELEPHONE AND TELEGRAPH CO., New York City..................4- 31 

51 


TECHNOPEDIC INSTITUTE, Newark, N. J.... ........ 
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AHappy New Year to you! Anda happy, sixtieth 
one for us. 


Each of the sixty modern years since 1876, when 
Gustav Levor started tanning operations, has found 
this business making progress. Thanksgiving is requisite 
for the destiny which guided us so well through the many 
changing courses of time. 


Leadership imposes ceaseless research for possible improve- 
ment. Levor production of unique white kid, unrivalled in quality 
and in volume, has also brought many new developments. Some 
discoveries occur overnight but they become achievements only after 
much experimentation and long testing. 


These sixty years hold priceless experience and knowledge. They insure 
the dependability you associate with Levor white kid; the uniformity of 
quality for service satisfaction; and the beauty of “the whitest whites” that 
makes this leather your best source of profits. 
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There’s 
Every 


HOP any of the nation’s great merchant 
streets ... State Street, Market Street, Boyls- 


ton Street, Fifth Avenue ...and you will find 


Endicott Johnson Products contributing their 


illustrious name and well known quality. The 


most exclusive retailer, and the more modest 
one alike find Endicott Johnson Products offer 


irresistible values that appeal to every type 


of clientele. 


Wherever American families shop, Endicott 


Johnson footwear will win consistent profits 


for the dealers who merchandise them. 


When writing advertisers please mention Boot and Shoe Recorder 
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Product for 


merica. 


_nrs Johnson Products comprise the 

widest range of footwear necessities the 
market can boast. Designed to fit every occa- 
sion the year ‘round, they serve the entire 
American family, from the youngest to the 
oldest. 


Endicott Johnson's efficient, prompt, IN- 
STOCK department enables retailers to sell a 
complete line without maintaining expensive 
stocks. 


There's an Endicott Johnson Product for 
YOUR store, and its style, suitability and 
sound value will win you new friends. 


During the National Shoe Fair, January 6, 7, 
8 and 9, the complete Endicott Johnson lines 
will be on display at the Palmer House; 
and at the Endicott Johnson Chicago Office, 
132 South Franklin Street. 


When writing advertisers please mention Boot and Shoe Recorder 
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SURPRIS 
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really flexible? 


A straight answer to shoe merchants who are confused by conflicting claims of “no breaking in” 


Look at these photographs. They tell you used in Crosby Square Flexible Shoes) — 
in a flash that here is something you can’t but to get real flexibility, it is necessary 
do with ordinary shoes of standard con- to use this new patented construction. 
struction. @ Yes, other shoes do gain a @ It is not merely a method of treating 
little flexibility by using special treated leathers — but an entirely new way of 
sole leathers (known for years, and also building a shoe. 


When writing advertisers please mention Boot and Shoe Recorder 
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YOUR 


1935 


is waiting for you at the 


For weeks we have been working 
on an exhibit which all by itself, 
will make your trip to Chicago 
worth every bit of time and ex- 
pense you may put into it. 


This exhibit is not built like any 
shoe presentation you ever saw be- 
fore. We are not at liberty to tell 
you in advance just what it is — 
but we can safely predict that it 
will be the sensation of the show. 


It differs from a three-ring circus 
in this respect: You will take away 
from this exhibit a merchandising 
idea that has opened up new profit 


Chicago Show 


ELF-SUPPORTING 


possibilities for some of the coun- 


try’s leading shoe merchants 


people whose names have earned 
respect. And there will be no ifs, 
ands, buts or maybes in your mind 


about what it will do for you, as 
a solution for some of your most 


pressing problems as a shoe re- 
tailer. 


If the shoe business to you is a 
game as well as a meal ticket — if 
you are ambitious to make your 
store stand out as it never has done 
before — do not miss this exhibit. 


This is an invitation! 


AT CHICAGO, MEET WALTER J. BOOTH @ HAROLD O. LEISER @e ALEC CAMPBELL @ E. R. DEGGE (re- 
cently mgr. of shoe dept., Maurice L. Rothschild) e HENRY GILLETTE—Suite 828-29, Palmer House 


WALTER BOOTH SHOE CO., 302 N. Broadway, Milwaukee, Wis. 


When writing advertisers please mention Boot and Shoe Recorder 
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Though efficient in-stock service is 


a vital part of your business, it 
places a heavy strain on working 
capital. Even welcome orders are 
only promises of relief — because 
you must grant the regular terms 
of sale. 


Commercial Factoring is helping 
some of the busiest shoe manu- 
facturers to take full advantage 
of the improved retail demand. It 
releases dormant funds from 
accounts receivable . . . provides 
you with cash immediately as ship- 
ments are made . . . and protects 
you against credit losses. 


The coupon will bring you the 
interesting particulars. 


COMMERCIAL FACTORS CORPORATION 
TWO PARK AVENUE NEW YORK 


Commercial Factors Corporation 
Two Park Avenue « New York 
Dept. BR1221 


I would like to know more about commercial factoring as it would apply to our business. 
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T takes only a few days 
wear to bring out a gre 
point of difference in these shoes—absence of ‘‘peely”’ sols 


Even before that, while walking out of your store, yo 


customer is aware of their fine fit, their extreme fle 


bility. That’s why more and more manufacturers ; 
making Compo Welded Welts for Men and Women—wh 
more and more are being sold by leading retailer 


Here are the indisputable facts about COMPO SHO} 
’ In 1935, thirty-seven million pairs of 
Compo Shoes were made —a gain 
of 12.4% over the previous year. 


Over six million pairs of Sbicca 
Method Shoes were made — a gain 
of 174%. 


In the making of Compo Welded Wells for M 
and Women no change takes place in lasts 
measurements, or in lasting or weliing proce 
The only change is in the method of attachi 

the soles. Compo provides the equipment ! 
making this improved welt shoe with any thic 


ness of sole and any width of extension ed@ ,, 
Co: 


.... COMPO WELDED WELTS HAVE MAR 


-§ 

and now 
an D WW 

amprove 
ent 
4 
| 
welt construction’ Compe eps The pulky 
qnsea™ vib that often mars the comfort and flex ie 
pilicy of welt and fiat. (Fillet 
‘ysed 28 in alt welt shoes) 
qf 
IN comPo wets the outersole is 
which makes fora 
Compe machines raise dhe ‘and apply 
gn the conveyor collins co force 
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Welded Welt Shoe with 
th sole (no channel). with peely soles. 


Ordinary welt constructed shoe | SMooth be of any 


A list of leading welt manufacturers producing Compo Welded 


Welts for Men and Women will be sent upon your request. 

Compo Shoe Machinery Corp., 150 Causeway St., Boston, Mass. 

OUSANDS OF SATISFIED CUSTOMERS MP 
TRADE MARK 
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A MOST JMPORTANT SALES-BUILDING 
MESSAGE! 


In NATIONAL MAGAZINES and 
the most complete point-of-sale pro- 
motion ever planned for dealers, Selby 
will present, for spring, 1936, the 
most important campaign in Arch 
Preserver history. 

This campaign is not based on an 
advertising slogan, a happy phrase, 
or a nebulous idea created merely to 
attract attention. It is sound and scien- 
tific, striking at the fundamental phase 
of shoe buying, fitting, and selling. 

It presents Arch-Curve fitting—that 
vital measurement beyond length and 
width—a dimension which enables 
Selby dealers to fit properly every 
individual type of foot. 


Visit the Selby Display, Palmer House, Room 854 
National Shoe Fair, Chicago, January 6-9. 


Here is a story which women will ac- 


cept and believe. It means an increase 
of sales and profits—a lessening of 
competitive inroads—better satisfied 
customers—an opportunity to make 
multiple sales. 

Selby gave you Arch Preserver fea- 
tures. Selby gave you Heel-to-Ball fit- 
ting. Selby gave you Slenderized style. 
And now, Selby leads the field with 
Arch-Curve fitting. 


THE SELBY SHOE COMPANY, PORTSMOUTH, OHIO 


Wire, write, or telephone! Selby salesmen 


are now covering your territory. Get the com- 
plete Arch-Curve fitting story and be one 
of the progressive merchants who will bene- 
fit from this outstanding sales promotion. 


PRESERVER 


Copyright 1935 by The Selby Shoe Company 


When writing advertisers please mention Boot and Shoe Recorder 
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Colonial offers a wide range of true and authentic colors 
—and every one as glowing and fresh as colors ina 
paint box. Deep rich browns, reds, blues, greens . . . 


every color you need for a Spring season that promises 


to be the brightest and most colorful in years. See this 


fine patent leather at the National Shoe Fair in the 


Colonial Exhibit. 


When writing advertisers please mention Boot and Shoe Recorder 
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colored patents 


Fifth Avenue has already stamped its approval on patent 
leather with prominent displays of all-over patent and 
colored patent worked in combination with other 
leathers. High fashion authorities say that — “Patent 
leather accents not only are increasing, but will be defi- 
nitely important for Spring.” Colored patent leather is 
bound to be important. The new Spring sisi more 
vivid than May flowers, demand color —color —color— 
in appropriate footwear. With an eye to this demand, 
Colonial has prepared a limited edition of a spiral-bound 
swatch book. In it are 30 colors. Every stylist and shoe 
designer should have a copy of this book on his desk. 


Colonial Tanning Company, Boston, Massachusetts. 


THE NEW 1936 COLONIAL COLORED SWATCH BOOK 


— When writing advertisers please mention Boct and Shoe Recorder J 
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LET’S TALK ABOUT 
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It Pays to Listen 
to the Voice of Experience 


PAUL O. KUEHN 
South Bend, Indiana 


“On February Ist, 1926, 
a fire in the same block 
ate its way into my build- 
ing through the basement 
and destroyed stock and 
fixtures . . . and in less 
than ten days I received 
the full amount of the 
which I 


Fire insurance 


carried with the Na- 
tional Retailers, namely, 


SEATON ALEXANDER 
Wheeling, West Virginia 


“Close observation of 
the operations of the Na- 
tional Retailers Mutua! 
Insurance Company con. 
vinces me that this com- 
pany gives me everythin: 
that any insurance com. 
pany can give, and at « 
saving in cost that’ no 
business man can ignore.” 


Among modern shoe merchants the carrying of 
adequate insurance on their business is as regu- 
lar as paying taxes. What’s more, many demand 
the National Retailers Mutual policy to pro- 
vide this protection with a substantial dividend 
saving. 

Take the advice of those who know—insure 
with the “N-R-M”—give yourself the benefit of 
time-tested Security and efficient, neighborly 
Service. 


You may employ Foresight and yet spare your 
Finances, for “N-R-M” has for many years saved 
shoemen 25% on their Fire insurance costs. 


Inquire today about the many ad- 
vantages which may be yours with 
a policy in the “N-R-M”, We will 
be glad to answer your insurance 
questions without any obligation to 
you. 


National Retailers Mutual 
Insurance Company 


James S. Kemper, President 
7450 Sheridan Road, Chicago, U. S. A. 
Nationwide Service Facilities 


S. J. BROUWER 


Milwaukee, Wisconsin 


“These days, when it 
behooves everyone to be 
thrifty, the saving on 
premium in the National 
Retailers Mutual Insur- 
ance Company is a very 
much appreciated fea- 


HARRY E. FONTIUS 
Denver, Colorado 


“During our many years 
with the National Retail- 
ers we have had few 
claims, but those we did 
have were paid promptly. 
Best of all, we make a sav- 
ing of 25 per cent, which 
is very gratifying in these 


times .. .” 


When writing advertisers please mention Boot and Shoe Recorder 
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SALES INCREASES! 


First broadcast—September 8th. Here are some Foot Saver deal- 
ers’ increases in retail sales for October, 1935 over October, 1934: 


New York City Grand Rapids 
Washington Duluth 

York, Pa. 

Harrisburg, Pa 

Knoxville Oak Park, Ill 
Lexington, Ky. Peoria, Ill 
Louisville, Ky. Kansas City 
Cleveland Wichita 


The Foot Saver radio program and the Foot Saver 
line are winning women everywhere. If you would 
like to boost your sales of long-profit women’s 
shoes 25% —50%—100% come in and talk it over. 


THE & KOKENGE COMPANY 
Makers of Foot Saver Shoes a 


SEE US AT THE NATIONAL SHOE FAIR 
Rooms Nos. 751, 752 and 754 Palmer House, Chicago, January 6 to 9,1936 
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VIVIAN DELLA CHIESA. 
Sensational radio success. Love- 
liest of all the new voices on the 


air. A winner in Radio Guide's 
nation-wide popularity poll of 
radio listeners. Under exclusive 
chain broadcasting contract to 
The Julian & Kokenge Company. 


EVERY SUNDAY 


1:30 P.M. Eastern Time 
WOKO — Albany 
WKBW — Buffalo 
WKRC Cincinnati 
WHK — Cleveland 
WBNS — Columbus 
— Detroit 
WDRC — Hartford 
WABC — New York 
WCAU — Philadelphia 


DON’T 


MISS A SINGLE PROGRAM! 


WE STARTED SEPTEMB 


WE CONTINUE ON AND AFTER JANUARY 12 


WITH STATIONS! 


COLUMBIA BROADCASTING SYSTEM 


WJAS — Pittsburgh 
WDB) — Roanoke 
WJSV — Washington 


12:30 P.M. Central Time 
WBBM — Chicago 
KRLD — Dallas 
KRNT — Des Moines 
KTRH —Houston 
WFBM — Indianapolis 
KMBC -- Kansas City 
WNOX — Knoxville 


WHAS — Louisville 
WREC — Memphis 
WCCO — Minneapolis 
WWL New Orleans 
KOMA — Oklahoma City 
KTSA SanAntonio 
KMOX — St. Louis 


11:30 A. M. Mountain Time 


KLZ Denver 
KSL_ Salt Lake City 


ER 8™ WITH 16 STATIONS 


10:30 A. M. Pacific Time 
KERN — Bakersfield 
KMJ W—Fresno 
KHJ —Los Angeles 
KOIN Portland 
KFBK — Sacramento 
— San Diego 
KFRC — San Francisco 
— Santa Barbara 
KOL Seattle 
KVI — Tacoma 7 
KFPY — Spokane 


KWG Stockton 


‘wd 
| 


FRANZ IMHOF. Celebrated 
romantic tenor with a distin- 
guished operatic, concert and 


Ad radio background. His fan mail 
_ proves his appeal to and popu- 
larity with women of all ages. 
TIONS 


@From the very first broadcast, 
September 8th, this program has 
CLICKED! 

The talent is right, the time is 
tight, the selling talks are right. Let- 
lers of approval pour in—from radio 
ri tics, shoe dealers, women listen- 
ers. Foot Saver dealers report amaz- 
ing sales increases. In city after city 
feached by these broadcasts, Foot 


Y 12 


So~instead of concluding the 


RALPH GINSBURGH. 
Famous violinist and leader 
of one of the world’s finest 
string ensembles which now 
broadcasts, commercially, 
exclusively for Foot Saver. 


RADIO SUCCESS! 


SPONSORED BY THE MAKERS OF 


series of programs as originally 
planned December 1, we have 
ordered more time, bought more 
stations, so as to benefit more Foot 
Saver dealers. “Musical Footnotes” 
now goes Coast to Coast and will 
continue right up into your Spring 
selling season. | 
Never before has any manufac- 
turer of women’s shoes launched 
such a sustained, successful radio 
campaign. Not just a few weeks with 


an ordinary program, but month 


COLUMBUS, OHIO 


FOOT SAVER SHOES 


after month of gorgeous, costly, 
triple-star broadcasts, each a gem! 

We didn’t promise this radio pro- 
gram in advance and then fail to 
deliver. We simply delivered. 

To dealers who are not handling 
Foot Savers we say: If you believe 
you can do the volume of business 
we expect for Foot Savers in your 
locality, get in touch with us. There 
may be a chance for you to get the 
line, tie in and ride with Foot Savers 
to record-breaking Spring business. 


| THE JULIAN & KOKENGE COMPANY 


| 

| 

Saver sales have jumped ahead of 

ever last year’s record figures. 


@ In our magazine advertising, our news- 
paper advertising and our radio advertising, 
we are telling the women of America about 
this amazing and exclusive Foot Saver de- 
velopment in shoe fitting —Shortback Lasts 
—hailed by hundreds of dealers and thou- 
sands of wearers as the greatest single ad- 
vance in recent years in the art of shoe making. 


ter over with u 


Good advertising will always sell good 
shoes. But a superlative radio program, plus 
shoes which women instantly see have fitting 
qualities superior to those of any shoes they 
have ever worn, have given our dealers a win- 


ning combination which can’t be beat. And 


they are proving it in orders and re-orders 
that are taxing our capacity. 

Foot Saver Shoes have style. You can see 
that when you look over the line. They give 
perfect fit. Ask any Foot Saver dealer. And 
they are backed by a helpful, friendly dealer 
policy and an advertising campaign without 
a parallel in the industry. 

Foot Saver’s rise to leadership is the talk 


~ of the tradé. Aggressive dealers who:need a 
fast-selfing line’ of lorig-profit women’s shoes 
may fitid i it highly profitable's the mat- 


THE JULIAN & KOKENGE COMPANY | 
Columbus, Ohio 


SEE US AT THE NATIONAL SHCE FAIR 


- Rooms Nos. 751, ‘752 and 754 elmer House, Chicago, January ‘6 to 9,1936 
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Slips on and 
off quickly, 
easily 


Cleans like any 
other part- 
fabric shoe 


Yields to every 
move and 
position 


Eliminates 
fasteners and 
gadgets 


Allows 
correct 
pronation 


in right 
adjustment 


"Lastex" nation- 
ally known and 
advertised 
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New and Improved constructions 


and designs shown in Spring lines 


The Second New Year of "'Lastex"’ shoes starts off with 
vigorous strides. Six nationally known manufacturers are making “Lastex"’ 
on orders from leading retailers. Profiting by this pioneering, another dozen 
manufacturers are about to announce their first ‘Lastex'' models. Tens of 
thousands of women, after wearing their first ''Lastex'' shoes, are thoroughly 


sold on their wonderful fit and comfort. 


The Miracle Yarn does more than add beautiful shoe 
fabrics. It revolutionizes women's footwear with shoes that hug without bind- 
ing, eliminating fasteners, the fit and comfort of the shoe woven right into 
the shoe fabric, which stretches just enough to do the job—no more—no less. 


New techniques have been perfected during 1935, 
"Lastex'' going on from step-ins and oxfords to all types—active sports, 
evening shoes, sandals, slippers. Be sure to see the new "'Lastex"’ shoes for 
Spring before ordering stock. Look for the "Lastex'’ shoes at 
the National Shoe Fair, Palmer House, Chicago, January 6, 7, 
8, and 9, 1936. For booklets and information write to ''Lastex"’, 


1790 Broadway, New York City. 


. « « THE MIRACLE YARN THAT MAKES THINGS FIT 


PEG. U. PAT. OFF. 
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announces 
appointment 


TUPPER, 


To Manufacture 


: 
\ 


7 BOUDOIR SLIPPER 
es S 
Built over ARCH PRESERVER lasts to meet ARCH PRESERVER 
quality standards, our new line of Slippers meets a growing 
with SN demand for ‘round-the-clock footwear service. ARCH PRE- 
SERVER Slippers continue the benefits of corrective street shoes 
tex | > : ; during hours at home and provide maximum comfort and 
lozen : revitalizing relaxation. 
—r Se ARCH PRESERVER Boudoir Slippers, made by Tupper, enable 


. i retailers to offer their customers a complete service in foot 
yghly : tl protection and correction, a service that wins appreciative 
. \ response and increased sales. 


Investigate the special features of ARCH PRESERVER Slippers 
and make them available to your customers. It's a line with 
limitless possibilities for successful merchandising and profit! 


New ARCH PRESERVER Slippers insure 
Proper SUPPORT, with True COMFORT, with 
ARCH PRESERVER Last Insulated all wool folt in- 


- ARCH PRESERVER pat- . Complete flexibility 


ented corrugated steel 
shank sole 


. Elongated Counter 4. Patented notched back 


Mule, D'Orsay and Bridge Styles as illustrated. 
Colors: Black, Red and Blue. D' Orsay and 
Bridge Styles IN STOCK — Carried in Widths 


THE SELBY SHOE COMPANY 


PORTSMOUTH OHIO 


When writing advertisers please mention Boot and Shoe Recorder 
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SHOE FAIR VISITORS 


are cordially invited 
to our exhibit at the 


PALMER HOUSE 
CHICAGO 


Rooms 795 and 796 


January 6, 7, 8 and 9, 1936 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


| 
| 
| 
| 
| 
| 
| 
| 
_ When writing advertisers please mention Boot and Shoe Recorder 
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Will Always Fair Weather 


when 


DUNN AND MCCARTHY 


get together with you at the 
NATIONAL SHOE FAIR 
CHICAGO, JAN. 6 TO 9, INC. 


Come up and see us . . . and our knockout Spring and 
Summer lines of Goodyear Welts and Compos.. . 


at the 


PALMER HOUSE 


ROOMS 970W, 971W, 972W, 973W, 974W, AND 975W 


Mr. F. L. Emerson, Mr. Buford H. Jones, Mr. Charles 
E. Heckel, Mr. William M. Emerson will be there to greet 
you, assisted by a number of Dunn and McCarthy Salesmen. 


This new line of Goodyear Welts and Compos is better than 
ever. It’s been styled up to make a bigger appeal to the 
younger customer. It includes fabrics and buckos as well as 


kid and calf. 


If yow’re looking for a quick-selling, profit-making line in 
the lower price group, put this line on your list. The shoes 


retail at 


SIZES 1 TO 12 WIDTHS AAAAA TO EEE 


DUNN ann MCCARTHY, INC. 


AUBURN, N. Y. 


When writing advertisers please mention Boot and Shoe Recorder 
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THERE’S 
PLEASURE 
AFOOT 
WITH 


"easier your customers are head- 
ing south this winter or not—they 
need scuffless heels on their shoes. 
Du Pont’s “Pyraheel” gives shoes the heel- 
protection they need. This long-wearing 
heel covering will not scuff, scratch or mar. 
“Pyraheel” guarantees long life to the 
shoes you sell—and adds nothing to your 
cost. Specify scuffless heels from your man- 
ufacturer—you owe to your customers the 
assurance that their smartest shoes will 
not be ruined by unsightly scuffed heels. 
Scuffless heels are available in textures of 
dull and shiny kid, patent, calf, pigskin 
effect, built-up leather, etc. If you haven't 
scuffless heels on the shoes you sell, write 
to Du Pont Viscoloid Company, Empire 
State Building, Department 25, New York 
City, or write direct to your shoe sup- 
pliers and specify Du Pont Scuffless Heels 


on your orders. 


~ 
“Look what I’ve done-—scuffed the heels of my lovely Gl POND 


new shoes!” 


“*My dear, why don’t you insist on getting ‘Pyraheels’?”’ 
“T don’t know what you mean—what are ‘Pyraheels’?”’ Pp Y R A H E EK L 


REG. U. S. PAT. OFF. 


pat 


“That's Du Pont’s new heel covering material. 
It’s scuffproof!”’ Makes Shoes Easier to Sell 


SPECIFY DU PONT SCUFFLESS HEELS 


When writing advertisers please mention Boot and Shoe Recorder 
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SQUARE LEATHER HEELS 


the accent of perfection 


For Square Toe Shoes 
| Originated by 
y, GREGORY & READ COMPANY 


are 


PATENT PROTECTED 


head- This means that Gregory & Read Co., having been granted de- 
~they sign patents (No. 97,751) by the U. S. Patent Office, hold the 


— exclusive right to manufacture, or license to manufacture, 
wore built-up square heels of leather or other similar appearing 
r mar. materials. 

ay This means that any manufacturer or retailer offering for sale 
aia shoes with built up square heels not made by Gregory & Read 
rs the Co. or a licensee, is liable to prosecution for infringement of 
5 will the aforesaid patent. 

heels. 

sae GREGORY & READ COMPANY 
LYNN, MASS. 

write 

mpire 

York 

sup- 

Heels 
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\ tock GED, E. KEITH CO. SHOE CO, 
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renowned. for dependability. SETON patent has earned 
distinction because of steadfast belief that. you and 
your customers want fo know... . not how much leather 
produced ...., but how good it 


When writing advertisers please mention Boot and Shoe Recorder 
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Every ADOLPH model is 
dated, photographed and 
notarized. One print is at- 
tached to your certifica- 
tion of model. 


The other is immediately reg- 
istered by our DESIGN PRO- 
TECTION BUREAU. 


Visit BOOTH 4 

at the PALMER HOUSE 

» » « » you'll learn what fine arts 
can do for shoe styles! 


When writing advertisers please mention Boot and Shoe Recorder 
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purchaser OF ADOLPH MODELS. 
Each design original in thought conceived and 
veecuted STUDIO ADOLPH- 
9. models neither copies 17 colorful jmitations 
| jae \ of patterns paving origit elsewhere- 
Duplicates of every ADOLPH model are retained 
secret fies for the purpose of sqentification and to 
| establish priority rights for the purchase These 
copies not shown to any other manufacture” re 
tailer OF stylist for reproduction: 
| g. Every new model smmediatelY gated by 
qevelopee gna our certified cord 
for the ull ter 
| DAY | 
our roqustered 
sHOE pASHION RESEARCH: 
| c. CONAWAY: president: 
657 e Bids: 
New York City 
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a specialty shoe store, 

are prepared | 

operation in. 
n, bec cause } 


specialty shop,- 


MILLER & SONS, Inc. 


AN INTERNATIONAL ORGANIZATION 


LONG ISLAND CITY, NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 


an 
the past five years —“The Tough. Five 
| | I. Miller and their youthful-thinking and ; 
organization succeeded in maintaining 
Profitable quality shoe business for themselves / /// , 
| However, our shoes are still unrepresented 
a few good cities that we would like to add. y 
@ to our roster of dealers. | 
Tf you are located in one of them—and _, 
whether you operate a department store, a 
NUL 
family shoe 
da 
oes: We kn dealets to “x 
an daily ten 
Ene goes of yo 
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Boston 
June 20, 1935 


Profit Makers 


New York 


Gentlemen: > 

I an enclosing &@ copy of the ad, that we used in con- 

nection with ‘the Indian Moccasins, ac I promised you on 

the 'phone the other day. 


You will be interested to know that the results were 
excellent, and that we shall dispose of the entire 


lot. As you know, they were originally intended fi a . 
Christmas selling so we shall ag nh over to cave The Pocahontas Moccasin is making and 
to you a little leter to replace those thet have been . s 

sold. breaking sales records for retailers all 
The results we have obtained on these moccesins prove over the country. These attractive slip- 
that there is a reel potentiel sele for them during . 
the months of June, July and August, and some of your pers are beautifully hand beaded 
good accounts uncuestionebly could do well with this : 
seal and made from specially tanned glove 
Looking forward to seeing you again in the near future, leather. Available in all colors and sizes 


— for men, women and children. * 
Very truly yours 
wn.rrueee’s oon The Consolidated Camp Moccasin is an 

CL. outstanding favorite. It is hand sewn, 
sturdy and waterproof and comes with 
an orthopedic sole that makes it health- 
ful and comfortable. Ideal for camp, 


sports or beach wear. 


The Miami Slouch is the new resort sensation. A truly 
masculine shoe, it is durable, unaffected by water and 
very smart. 


Other Consolidated products that are winning daily 
profits are Cossack Bootees and the Johannesburg 
Scuffs. All offer splendid value and have tremendous 
sales appeal. Act now to secure exclusive franchises for 
these smart new volume builders and profit makers. 


Camp 
Moccasin 


SONSOMDATED JPPER 


BOMBAY, NEW YORK | 
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The Countess 
No. 6026—Blue Kid, Blue Pat- 


ent trim, Tread- 
easy Welt, 12/8 
Service Wood 
Heel, Leather Lift. 
Widths AAA-D, 
Sizes 4-10. 


$5.35 


The Duchess 


No. 7065—Black Kid 
No. 692—Brown Kid 


Treadeasy Welt, 
12/8 Service 
Wood Heel, Rub- 
ber Lift. Widths 
AAAA-E, Sizes 
3-10. 
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A, PODIATREADS 


Special Purpose Shoes 
Made Specially Attractive 


The Podiatread is one of the finest of the 
famous Treadeasy Lasts. Its healthful, 
scientific design corrects damaged feet 
and preserves normal ones. 


Although it is built of good weight leathers 
for hard everyday service, with a straight 
inside, a wide ball tread and roomy well- 
rounded toe, it looks modish and distinctive. 


Podiatreads give maximum support and 
prevent fatigue and foot ailments. Sell them 
for new shoe comfort, new satisfaction. 


On Display at 


Michigan Retailers’ Convention 
Room 731, Detroit-Leland Hotel 
Detroit, Michigan 
January 12 to 14 


Boston Shoe Show 
Room 419, Hotel Statler 
Boston, Mass. 
January 12 to 15 


The Claridge 


No. 6025—Brown Kid, Brown 
Calf trim, Tread- 
easy Welt, 12/8 
Leather Heel, Fi- 
bre Lift. Widths 
AAA.-D, Sizes 4-10. 


$5.35 


Service 


Podiatread 


No. 7009—Black Kid 

No. 617—Brown Kid 
Treadeasy Welt, 
12/8 Leather Heel, 
Rubber Lift. 
Widths AAAA- 
EEE, Sizes 3!/2-10 
in Black Kid. 
Widths AAAA- 
E, Sizes 3/2/10 in 
Brown Kid. 


$5.10 


No. 931—Same in White 
Washable Kid. 
12/8 Service Wood 
Heel, Rubber Lift. 
Widths AAAA-E, 
Sizes 


$5.35 
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Quality consciousness asserted itself 
in 1935 buying. This is clearly estab- 
lished by the fact that our Sales on 
GABARDINE for 1935 are 


130% ABOVE 


those of 1934. 


The popularity of our GABARDINE 
and its ever increasing demand is 
due only to its unequalled quality. 


GABARDINE SHOES 
are easily cleaned with 
benzine or gasoline, 
soap and water or 
brushing. 


. Eeastets, tec. 
One Park Avenue New York 


When writing advertisers please mention Boot and Shoe Recorder 
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You ate cordially lo vise 


E. P. REED & COMPANY 


Creators of Matrix, Collegebred and 
Sportsview Shoes 
at their Style Show Headquarters 


ROOMS 790-793 


THE PALMER HOUSE 
CHICAGO 


JANUARY 6th to 9th, inclusive 


View the new Spring lines of Matrix, Collegebred 
and Sportsview Shoes at this time. You will find 
our display the most attractive and interesting one 


we have ever prepared. 


E. P. REED & COMPANY 


ROCHESTER, NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 
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ASRIAN 
women’ 8 genuine ‘Bbiceas, $4.00 and $5.00. 


G. MEHRINGER & CO., .NC., 
Howard J. Engquist. 


Toweling ; Silk and Felt Bath Slippers, $1.25 to 


BEST ones co., 
Robert Goldbe 
Women’s Footwear, 


In stock, $3.00, $4.00 and $5.00. ISS 
BILLIKEN ,CHILDREN’ SHOES, MELROSE SLIPPER CO., 
IN Simon B. Wax, 
Mar 
Men's aia Boys’ Dress Shoes, $3.00, $4.00, SS THE, MILLER SHOE CO., 
$5.00, $6. S . B. Jane, Miller, Health Shoes, $7.50 to $10.00; 
BROWN ane co. f = Milier Welts, $6.50 to $7.50 
Ed Pankau, Sid Armstrong, Ben Davis, M. Crane. f IN Is 
& /, ne Sheepskin Slippers for Men, Women, 
W. 8. CHASE & SONS, INC., if Children, 59¢ to $2.50; Children’s Pla-Shus 
Howard J. Engquist, ' Y se Me Men’s Basket Ball Shoes; Bowling Shoes; A 
Men's Turn Sole “Slippers and Boys’ Operas. V4 NIX N ators’ and Skating Helmets 
Everetts, Romeos, Fausts, Cavaliers, Open Toe VA | N 
Sandals, $2.75 to’ $6.00 47 i “JK MOUND city SHOE Co., 
ons RS General line of women’s and children’s shoes on 
Deve W. Salter iN iS case lot factory ‘besis, $2.95 downward 
COMMONWEALTH SHOE & LEATHER CO., 7. | || S 
Shoes”’ 
THE COPELAND & RYDER CO., f SIL Women’s Arch te, $4.00, $5.00, $8.00 
Men's Welts, $0.50 to i Women’s and sport type Goodyear Welts, 
CRADDOCK TERRY CO.. 35:00" and $6-50 
Genera “tine ‘ine, of men's, women's and children’s i! Ay queen 
DOROTHY DODD SHOE (N29 Wi > NG Women's High Grade Shoes, $6.50 to $8.50; 
(Breach of Shoe Co.), f y \ De Luxe Grade, $8.75 up 
ullan 
Women’s Hiteh, Grade, Shoes, $6.50 to $8.50; A & S| REED & 
ie, 7 Edwa: Streete: “ 
J. Kline and Paul A TIN Shoes,”” 50;, Collegeb and 
Men's & Dress Work Shoes and Z H 
Hi Cute: Ladies’ and Children’s Shoes; Shoes,” $9.00, $10.50, $12.50 
tandon” Tennis Shoes; Rubber Footwear Z j oR. J. SAWYER, INC. 
EPHRA CO., INC. j H S Howard J. Engquist, 
HRATA 4 Bla = Beaded | or plain Indian Moccasins, $2.00 
Welts & Pre-Welts trom 1's to 12's, $1.50 to to $12.00 
FOREST PARK SHOE CO.. (i 4 _ ow Engauta,” 
women’ 8 Girls’ McKays and Welts, $3.95 to f fl la ~| Bosse: 
HUNTINGTON SHOE CORP., j A ; TUPPER SLIPPER CoRP., 
Men's Dress Welts, $4.00 and $5.00 Formal” and Boudote Slippers, $2.00 to $10.00 
SLIPEER MFC. if 5 UNIVERSAL SHOE MFG. CO., 
Padded Sole slippers for Men, Boys, Children f 7" Men’ Dress; “shoes, $3.00 to $5.00; Women’s 
and Women, to $3.00 ald of YR Novelties, McKay, Compo, Welts, $3.00 to $5.00 
Kozy SHOE MFG. CO., Special order on 
Howar 
Howa 
# ae Athletic Footwear, $3.00 to $12.00 


so 
v 


and Women’s Bowling 


RETAIL SHOES 


JONES TREADEASY SHOE SHOP 
NURSE SHOE CO 

O'CONNOR & GOLDBERG 

DR. REED CUSHION SHOE Co. 


Le 0 OTHERS 
IL D I N G ARNOLD BROS. & CO. (lasts) 


STATE & ADAMS & soor'a 
CAME & CO. (shoe store sea 


THE BOWCRAFT CO., Shoe Ornaments 


When writing advertisers please mention Boot and Shoe Recorder 
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Greetings 
ENNA 


NATIONAL SHOE FAIR 


CHICAGO, JAN. 6 TO 9, INC. 


25 to 

oe To extend this greeting personally, Enna Jettick Shoes will 

be represented by 
“ae: @ Mr. F. L. Emerson 
Mr. Buford H. Jones 

@ Mr. Charles E. Heckel 
@ Mr. William M. Emerson 

Welts. 

and various other members of our Sales Organization at 
$8.50 
na PALMER HOUSE—ROOMS 970W, 971W, 972W, 973W, 974W, and 975W 
$2.00 Ask any one of these representatives to show you the new 
om profit-bringing line of Enna Jetticks. Note the fine qual- 
oai ity leathers, the careful workmanship, the up-to-the-minute 
and fashion details. Note particularly how much lighter and 
en more flexible.this new line of Enna Jetticks is. These are 

all points which appeal to women in a big way .. . espe- 

cially when they retail for only 

SIZES 1 TO 12 de’ 6 WIDTHS AAAAA TO EEE 

AND 
ENNA JETTICK SHOES. we. 
AUBURN, N. Y. 


America’s Smartest Walking Shoes Go Places Comfortably 


cual When writing advertisers please mention Boot and Shoe Recorder 
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La-SALLE Hore. 


CHICAGO .... JAN. 6, 7, 8,9 


SpRING LINES 


ON DISPLAY AT 


wt emi aot 


vat met 


NAME ADDRESS ROOM No. 
ALBROW SHOE CO., 2/0 B'way., Everett, Mass..........0.. 511 
ALLIED NOVELTY SHOE CORP., Springvale, Me.......-.-.-- 504-505 
ADAMS SHOE COMPANY, Somerville, Mass. ............0.- 621-622 
eure. CO., Athol, 803 
ARLINGTON SHOE CO., Lawrence, Mass. 602 
ARTCRAFT SHOE CO., Lynn, Mass. ........0.c0ceceseseeeees 852 
AUGUSTA SHOE CO., Auburn, Me. .......ccccceeeeeeeeeeee 605 
BARR & BLOOMFIELD SHOE M MFG. CO., Seabrook, N. H.. 714 
BELLAIRE Div. a Co., 
udson Mas: 7-712 
CHAS. S. BATES, H. 807 
BECKE ERMAN CorP., N.Y. 646 
RADFORD SHOE CO., Hampton, N. H 506-507 
SORQUE SHOE CO., Raymond, N. H 814 
CHAPMAN SHOE CO., Haverhill, 844-845 
CLARK SHOE CO., Auburn, Me. .............c.cccseeeeeceee 606-607 
Cc. H. COBB SHOE CO., INC., Manchester, 847 
CHAS. CUSHMAN CO., Auburn, Maine..........cesceseeses 808-809-810 
DAINTY MAID SHOE CO., Haverhill, Mass.............0.005 
DAVIS JOHNSON SHOE CO., INC, Norridgewalk, Me.. 513 
DINE SHOE CO., Wakefield, 512 
ENDICOTT-JOHNSON CORP. OF MASS, Boston, Mass...... 820 
FREDERICK SHOE CO., Derry, N. 248 
FREEMAN SHOE CO. 642 
JOHN A. FRYE SHOE CO., _ 747 
GERBER SHOE CO., Lawrence, Mass. 623-624 
GOLDBERG BROS., INC., Haverhill, Mass. ..........- 
GRAND SHOE CO., Haverhill, Mass. ....-....- 
SREEN-BELL SHOE CO., Boston, Mass..........--- 812 
C. A. GROSVENOR SHGE CO., Boston, 1 
HALPERN SHOE CO., Haverhill, Mass............ 849 
HARVARD SHOE CO., Boston, Mass. 
HIGH SHOE MFG. Seco, Maine.............-.. "617-618-619 
HERBERT HOLTZ SHOE CO., Haverhill, Mass 600-601 
SHOE Philadelphia, Pa....... 620 
R. HYDE & SON Cambridge, Mass. 17-818-819 
STYLE SHOE Hallowell, Maine 
R. B. IRELAND SHOE CO., Dover, N. 806 
A. JACOBS SONS CO., INC., Lynn, Mass. ...............2- 8is 
NOSE SHOE GO., Auburn, Meine 611-613-614 
LAW RENCE IDEALS SHOE tio. Lawrence, Mass. 540-541 
LEVERENZ Sheboygan, Wis. 715 
CO., Littletown, Pa............. 
MAINE SHOES, INC., Auburn, Maine ...............0.0000- 628 
MAYBURY SHOE CO., 700-701 
ve EEN SHOE CO., Biway, New York City.......... 
MERRIMACK SHOE ‘Hallowell, Maine...... 521-522 
TT SHOE INC., Lewiston, 616 
MONARCH SHOE CO., ING., Athol, Mass 804 
MORPHY SHOE CO., Lewiston, Maine . 612 
MONARCH SHOE CO., Chelsea, Mass = 638 
MUSKIN SHOE CO., Baltimore, 516 


When writing advertisers please mention Boot and Shoe Recorder 


NAME ADDRESS ROOM No. 
NATIONAL SHOE CORP., Marlboro, Mass...... SEbSeeaeReRS 502 
NATIONAL SHOE & SLIPPER CO., Worcester, 
NARRAGANSETT SHOE CO., Boston, Mass. . 821 
NORWAY SHOE COMPANY, Norway, Maine... 604-640-641 
PEERLESS SHOE CORP., Milford, Mass. .............cceeeee 
PHILIPS SHOE MFG. CO., Boston, Mass................... 813 
PHILCO SHOE CORP., Bangor, Maine ............cceeeccees 644-645 
PHYLLIS SHOE CO., INC., Lowell, Mass. ...... 649 
PIERCE SHOE CO., Haverhill, Mass. ...............cceeeeee 648 
PORTLAND SHOE MFRS., INC., Div. of Corbin Holmes 

Portland, Maine 713 
RAND SANDALS, INC. 603 
RUTH SHOE CO., Salisbury, Mass. ............. ree 
ST. ae NOVELTY SHOE CO., 1216 Wash. St., St. Louis, 

SHERMAN BROS. MFG. CO., S. Norwalk, Conn...... iaézeus 
M. SHORTELL & SONS CO., Manchester, 721 
SNYDER SHOE CO., INC., Portsmouth, 650-651 
SO. BERWICK SHOE CO., So. Berwick, Maine......... seecee 823-824 
SOMERSET DINGLEY SHOE CO., Auburn, Maine........ «+» 708-709 
STRITTER SHOE CO., Lynn, Mass. 552-553 
STETSON-ABBOTT SHOE CO., Auburn, Maine........... ie 710 
STERLING SHOE CORP., Auburn, N. Y...........ceceeceeeee 718-719 
SUFFOLK SHOE CO. & OWENS SHOE CO., Boston, Mass. sil 
TOBER-SAIFER SHOE CO., St. Louis, Mo................... 
STANLEY WASS SHOE CO., Boston, Mass. ...............:. 
Cc. V. WATSON CO., Auburn, 
WEBSTER SHOE CORP., Webster, Mass. ................ rye 
WOOD & SMITH SHOE CO., Auburn, Maine................ 
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You really can't afford to miss 
seeing our new line of Spring 


and Summer Sandals. The first 


presentation will be at the 


Shows, but if you can’t make it, 


drop us a card — well have 


our representative call. 


CHICAGO SHOE FAIR 
January 6, 7, 8 and 9 
Palmer House 
Room 1017 


BOSTON SHOE SHOW 
January 12, 13, 14, 15 
Copley-Plaza 
Room 125 


When writing advertisers please mention Boot and Shoe Recorder 
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SEAN 


A FAMOUS fabric with a label that’s known ‘round the 
world! Palm Beach Cloth is the shoe fabric with a public! 
Perennially popular for women’s shoes, Palm Beach Cloth is 
also making rapid strides in the men’s shoe field where its 
smart appearance and cool comfort are equally effective. 1936 
is going to be another big year for this nationally advertised, 
universally accepted fabric. 

Palm Beach Cloth is now available in pastel colors, an innova- 
tion of great interest and inspiration to the trade. See Palm 
Beach Cloth and the complete Gitterman & Co. line of shoe 
fabrics. 


| GABARDINE - PLAZA - SURF - LINEN 
| ROOM 775, PALMER HOUSE, CHICAGO 
During the National Shoe Fair 


When writing advertisers please mention Boot and Shoe Recorder 
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JA norew GELLER Will display his exquisite new Spring 1936 
Line during the National Shoe Fair in Chicago at the Palmer 


House. As a result of Andrew Geller’s artistry and craftsman- 
ship, the season’s most beautiful and original footwear will 


be on display. 


Make the Andrew Geller exhibit the highlight of your visit 
to the Show. Here you will find all that is truly smart and dis- 
tinctive for Spring promotion, the footwear that will lead 


the entire field for quality, charm and that irresistible appeal. 


Andrew Geller 
exquisite 


BROOKLYN 


1935 
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INTERNATIONAL SHOE 
N COMPANY 
MANCHESTER, N. H. 
* * 


CO-ORDINATED 


LINES 
POPULAR PRICED 


which meet every requirement of 
LARGE BUYERS 


* 
INTERSTATE 
SHOE COMPANY 


Women’s and growing girls’ 
McKays, Cements 


Misses’ and Children’s 
McKays and Welts 


Palmer House—Room 891 


* 


METROCRAFT 
SHOE COMPANY 


Women’s Welts and Littleways 
Arch Types and Growing Girls’ 
Sports and Spectators 
Palmer House—Room 892 


* 


GREAT NORTHERN 
SHOE COMPANY 


Men’s—Boys’—Youths’ 
Little Gents’ Goodyear Welts 


Palmer House—Room 812 


xk * 
REPRESENTATIVES IN ATTENDANCE 
S. Kenneth Bruce Jos. A. Ryan 
Charles Ault R. E. Nash 
Louis H. Auclair Allen Carlin 
W. H. Ellice J. R. Bernstein 
J. E. Jester Clarence J. Bobay 


EASTERN UNITS OF 
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ONE VISIT 
MAKES YOU A REGULAR 


AT THE 


COMMODORE 


“The Best Located Hotel in New York’ 


COME IN on your next trip and let these 
Commodore advantages convince you: 


CONVENIENCE 


At Grand Central Terminal, just a few steps from trains 


COMFORT 


2000 large, outside rooms with every modern convenience 


FINE MEALS 


In four up-to-the-minute restaurants at attractive prices 


COURTESY 


Expert, friendly service at all times by an experienced staff 


ECONOMY 


Moderate rates enhance all Commodore advantages 
Large, Airy Rooms — a// with private bath—from $3 


RIGHT AT GRAND CENTRAL - NEW YORK 


Frank J. Crohan, President 


When writing advertisers please mention Boot and Shoe Recorder 
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Schiff scores again with the season's most wanted footwear fabrics 
. « TWILL BROADCLOTH — a new gabardine ... STYLE 106 GABARDINE 
. . DIAMOND GABARDINE and BANKER ® 


No others have so consistently maintained their prestige with those 


retailers whose approbation sets the prevailing fashion 


Only by specification can you be assured of 100% worsted gabardines 


loomed with plied yarns in both warp and filler ¢ « « 


WE MAKE NO OTHER e e e 


LAWRENCE SCHIFF e CO 


EST. 1918 


450 FOURTH AVENUE NEW YORK CITY 


When writing advertisers please mention Boot and Shoe Recorder 
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“Come and See 


In the words of a famed movie star, Florsheim extends a cordial invitation 
to all those merchants, buyers and merchandise men who plan to attend 
the Boot and Shoe Convention at the Palmer House in Chicago. As is 
customary, our men’s and our women’s lines will be on display with execu- 
tives in charge to greet you and to attend to your needs. Florsheim Shoes 
for Men will be shown in Room 844; Florsheim Shoes for Women in | 
Room 705. We look forward with sincere pleasure to seeing each and 
every one of you and hope that all of you who come to Chicago will 
arrange to visit us. Trips through our several factories will be arranged for 
those interested—our offices and one of our men’s factories are only eight 


blocks west of the Palmer House. In the meantime, we extend the com- 


pliments of the season to the entire industry. 


THE FLORSHEIM SHOE COMPANY 
Manufacturers, CHICAGO 


Flor 


SHOE 
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